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The present research seeks to increase understanding of cognitive dissonance by
exploring the various information sources that may influence the negative feelings that
may arise during post-purchase evaluation. Specifically, the author focuses on the impact
of consumer opinion seeking, traditional media search, internet search and social media
search on cognitive dissonance by employing two studies. In Study 1, depth interviews
are collected and analyzed in an effort to gain more insight into the search process and
consumers perceptions of the helpfulness and credibility of different information sources.
Categories of information sources, categories of which sources were deemed most helpful
or credible, and categories of post-purchase evaluations as they relate to cognitive
dissonance are drawn from the interviews. Conclusions are drawn from this analysis and
a proposed model is provided informed by the emergent categories. The development of
hypotheses is also discussed. Study 2 explores the impact of credibility of sources within
social media on online furniture purchase decisions. A survey is developed to empirically
examine the relationships represented in the model. A pretest is conducted with a sample
of 207 respondents. The results of the pretest are used to make changes to the survey

instrument for the main study. The main study is conducted using three samples of
participants that gained information from one of three sources of information: 1) friends
and family member, 2) retailer or 3) other individual (“others”) the participant does not
know personally. The findings from the main study indicate that trustworthiness of the
source positively impacts consumers’ perceptions of source credibility. Moreover, the
results from each of the three samples also provide evidence that cognitive dissonance is
less likely to occur when consumers have a positive attitude toward source of
information. These findings are especially relevant for retailers as they should develop
strategies to enhance trust among their customers in order to increase perceived
credibility. In the same vein, retailers should focus on crafting approaches that foster
favorable customer attitudes in order to reduce the occurrence of cognitive dissonance.
Additional results of the main study are presented along with managerial
implications and ideas for future research.

KEYWORDS: Cognitive dissonance, information sources, opinion-seeking,
internet search, traditional media search, social media search, source credibility, need for
sensory shopping characteristics.
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CHAPTER I
INTRODUCTION
Consumers are afforded the opportunity to choose amongst an enormous number
of alternatives in virtually every product category. For some purchase decisions,
consumers perform an information search process that involves gaining knowledge from
different sources before choosing an option. Even after engaging in a search for pertinent
product information, a consumer may still experience some remorse about their final
purchase. Commonly referred to as buyers’ remorse, cognitive dissonance is a
psychological state characterized by the anxiety individuals feel after having to choose
one alternative among many (Festinger 1957; Kaish 1967).
The theory of cognitive dissonance has influenced marketing research over the
years, likely due to the theory’s applicability and explanatory nature. The current research
seeks to further our understanding of the relationship between cognitive dissonance and
the consumer decision making process through the lens of information search. The
consumer behavior literature seems to lack scholarly investigation into the relationship
between dissonance and sources of information that are consulted before making a
purchase decision. This research is an attempt to add understanding to this specific topic
area. Through in-depth interviews, the author explores the sources of information upon
which consumers rely, perceptions of information sources, and the occurrence of post
purchase cognitive dissonance. Increased understanding of how consumers search for
1

information can be beneficial to marketers and the development of marketing strategies
(Moorthy et al. 1997). This research focuses on the sources by which consumers gather
information, including: consumer opinion seeking, traditional media search, internet
search and social media.
Consumers gather information from a variety of sources including the opinions of
others, traditional media outlets, the internet and social media. Within the scope of this
dissertation, the impact of these various sources of information on cognitive dissonance is
discussed. These ideas are examined in the context of furniture purchases. Dissonance
occurs most often in purchase situations that involve expensive, important products or
products that consumers may feel somewhat uncertain about (Koller and Salzberger
2007; Montgomery and Barnes 1993), so home furniture purchases are an ideal context to
study this phenomenon.
This research examines both in-store and online purchase situations. Soutar and
Sweeney (2003) suggest that dissonance should be researched in multiple shopping
environments; particularly online. The importance of exploring dissonance and
information search in both in-store and online contexts is tied to the idea that, one of the
primary differences between online shopping and in-store shopping is the inability of the
former to offer consumers a complete sensory experience. In the case of furniture
shoppers who buy online, it can be very difficult to ascertain how comfortable a couch
might be, whether it smells like new leather or what sound it might make as one shifts his
weight on it-- based on a picture on a website. Consequently, in-store and online purchase
situations are explored in order to gain clearer understanding of information sources as
they relate to post-purchase cognitive dissonance.
2

Significance of Study
An extensive review of the relevant literature indicates that there is lack of
research that explores the various sources of information as they relate to post-purchase
evaluations; specifically, cognitive dissonance. While there is existing literature that
examines cognitive dissonance, this research is unique in that it takes into account and
examines the impact of the consumer’s information search and the sources by which
information is gained for a purchase decision.
Technological advancements have drastically modified the way in which
consumers communicate with each other and with companies and have diversified the
way consumers are able to acquire information. As a reflection of this, sources of
information such as the internet and social networks are examined along with other, more
traditional means of information acquisition like opinion seeking and print/television
advertising. Social media continues to grow in popularity and influence and its usage is
highly pervasive among consumers today. Thus, it is important that marketing scholars
aim to provide insight into how these networks affect consumer behavior. This
dissertation attempts to increase the understanding of this relatively new and evolving
topic area by examining the role of social media as a source of information.
The results of this dissertation could have implications for both marketing
scholars and practitioners. Furthermore, this research can have an impact on expanding
the theory of cognitive dissonance and its application by relating the theory to the
consumer information search. Additionally the occurrence of cognitive dissonance is
found to have negative repercussions for marketers, such as dissatisfaction (Tse and
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Wilton 1988) and product return (Milliman and Decker 1990). Thus, this dissertation will
deliver insights that may provide meaningful and beneficial managerial implications.
Statement of Purpose
The goal of this dissertation is to increase the understanding of various
information sources and their relationship to the occurrence of post-purchase cognitive
dissonance. This research strives to expand upon the existing scholarly discourse on the
theory of cognitive dissonance.
As researchers continue to apply this theory to the study of marketing, it is
important that there be continued investigation of its relationship to various aspects of
consumer behavior in order to increase understanding of consumers’ post purchase
experiences. The exploration of the relationship between various information sources and
cognitive dissonance has theoretical implications for marketing. The findings add insight
not only to the cognitive dissonance literature, but also to the literature on information
search and the larger framework of the consumer decision making process. Additionally,
the author aims to offer some ideas for ways in which dissonance is avoided by
consumers and propose strategies that can allow firms to combat its occurrence.
Organization
This dissertation is organized such that a review of the relevant literature on
cognitive dissonance is first provided, followed by two studies to examine the possible
sources of cognitive dissonance. Study 1 is an exploratory attempt at understanding
consumer information search and consumers’ cognitive dissonance experiences. This
study is based upon the information gleaned from twelve in-depth interviews conducted
4

with individuals who had recently purchased furniture. Both in-store and online shoppers
were interviewed. The findings from this initial study are used to inform the proposed
model discussed in Study 2, which follows. This study looks to empirically investigate
the nature of information search within social media and the occurrence of cognitive
dissonance in an online shopping environment. In Study 2, pertinent literature related to
the model is discussed and the measures for the constructs are pretested. Some
conclusions are presented and some ideas for future research are discussed.

5

CHAPTER II
LITERATURE REVIEW
This section offers a discussion of cognitive dissonance, information search and
several sources through which information can be attained prior to making a purchase.
Cognitive Dissonance
Consumers’ evaluations after a purchase sometimes involve discomfort or
uncertainty. Regardless of the purchase decision being made, it can be difficult for a
consumer to reconcile their preferences and choose among the alternatives within a
product category (Litt and Tormala 2010). The anxiety induced as a result of having to
choose one alternative over all others is referred to as cognitive dissonance (Festinger
1957; Kaish 1967; Kim 2011). Kim (2011) states that “this uncomfortable condition
motivates one to remove the adverse condition so as to regain cognitive balance” (p. 97).
As such, “dissonance theory is fundamentally motivational in nature” and individuals will
attempt to implement strategies to alleviate the “negative interpersonal state” (i.e.
dissonance) (Elliot and Devine 1994, p. 382). Dissonance can occur in any situation in
which a person is faced with competing cognitions or is forced to act in a manner that
competes with his/her values (Kim 2011). Dissonance, which is sometimes referred to as
‘buyer’s remorse,’ commonly occurs in situations that involve an important product,
expensive item. or a high degree of consumer uncertainty (Koller and Salzberger 2007;
Montgomery and Barnes 1993).
6

The theory of cognitive dissonance (Festinger 1957) states that people possess
certain cognitive elements about themselves (i.e. things they know about themselves).
These elements include attitudes, beliefs, environmental influences, and past experiences.
Whenever inconsistencies are present among these elements, psychological tension
(dissonance) occurs (Bawa and Kansal 2008; Oshikawa 1969). This theory was first
introduced by psychologist Festinger (1957), and has been found useful and applicable in
consumer behavior research.
Since its introduction, cognitive dissonance theory has been under-researched and
understanding of the construct is lacking in the field of marketing (O'Neill and Palmer
2004). However, some researchers have offered certain insights into this complex topic
area. Past studies on cognitive dissonance in the field of consumer behavior have focused
on its relationship with consumer attitudes (Cummings and Venkatesan 1976;
Mittelstaedt 1969; Oshikawa 1969). Consumers tend to change their attitudes in order to
decrease their levels of dissonance (Oshikawa 1969). The theory of cognitive dissonance
has also been applied in research on services (Bawa and Kansal 2008), repeat purchasing
behavior (Mittelstaedt 1969), and sales (O'Neill and Palmer 2004; Soutar and Sweeney
2003). For example, Mittelstaedt’s (1969) research suggests that consumers attempt to
reduce dissonance by remaining brand loyal. Cognitive dissonance has also been found to
be inversely related to perceptions of service quality (O'Neill and Palmer 2004).
Additionally, salespeople can help reduce dissonance by reassuring consumers and
providing them with information during a purchase situation (Soutar and Sweeney 2003).
Furthermore, in the context of purchase decision making, cognitive dissonance
relates specifically to the feelings of uncertainty and discomfort a consumer may
7

experience in association with a product purchase (Montgomery and Barnes 1993).
Because there are variant and evolving factors that may be involved in making a purchase
decision, understanding the nature of these factors will offer researchers greater insight
into the nature of cognitive dissonance (Menasco and Hawkins 1978).
Prior research indicates that dissonance tends to be low in situations that involve
the purchase of a convenience good. However, dissonance is more likely to occur when a
consumer is making a more important purchase decision, such as buying specialty goods
(Cummings and Venkatesan 1976; Kaish 1967). Similarly, if a consumer expends
considerable effort to acquire a product, and the purchase situation increases in
importance, dissonance is then triggered if the product is not seen as satisfactory
compensation for the amount of effort allocated. Menasco and Hawkins (1978) state that
“within decisional contexts, dissonance theory predicts that the greater the level of
difficulty of a decision, the greater is postdecision dissonance” (p.651). However, other
studies indicate that consumers may attempt to reduce dissonance by raising their
evaluations of the product or lowering their initial expectations (Cardozo 1965).
According to Litt and Tormala (2010), in order to reduce dissonance, “when decisions are
difficult because the choice alternatives are similarly attractive, people often become
more positive in their attitudes and behaviors toward their chosen alternative” (p. 584).
While difficult decisions can lead to greater initial positivity towards a purchase, this
positivity is not very resilient and is easily affected by consumers’ exposure to negative
information (Litt and Tormala 2010). For example, if a consumer has an enhanced
positive view about a product purchase that entailed a difficult decision process, this
positive attitude can quickly change if a consumer reads a negative review about the
8

product or has a negative product-related experience. This effect is exacerbated when a
consumer is highly involved in the product purchase (Litt and Tormala 2010).
Marketers’ primary concern with cognitive dissonance lies in its potentially
negative consequences. Specifically, consumers can become dissatisfied (Tse and Wilton
1988) and those who experience dissonance may choose to return the purchased product
(Milliman and Decker 1990) or switch to another alternative (Mittelstaedt 1969).
Cognitive dissonance can also lead consumers to spread negative word of mouth about
the rejected alternative (Augusto de Matos and Vargas Rossi 2008; Wangenheim 2005).
Information Search
According to Punj and Staelin (1983), “information search is a critical component
of the purchase decision process for most consumer durables” (p. 266). Furniture
purchases certainly fall within this category. Moutinho (1987) states that need recognition
initiates the decision making process through consumers’ information search. Information
seeking is characterized by an individual’s decision to consult different sources prior to
making a purchase decision (Moutinho 1987). During the information search stage of the
decision making process, consumers actively gather relevant information “to make
potentially better purchase decisions” (Schmidt and Spreng 1996, p.246). Consumers
conduct information searches in order to increase their knowledge about a purchase and
the options that are available (Thiagarajan et al. 2009).
Engaging in information search prior to a purchase helps consumers to cope with
perceived risk (Duncan and Olshavsky 1982; Schmidt and Spreng 1996) and helps to
reduce uncertainty about which option to choose (Brumfield 2008; Urbany et al. 1989). A
9

consumer’s information seeking behavior can sometimes be explained by the level of
anxiety that an individual has regarding the purchase decision to be made (Locander and
Hermann 1979). Specifically, Locander and Hermann (1979) find that for some products
(e.g. personal grooming products), individuals with high anxiety seek more information
(Locander and Hermann 1979). Extant research posits that obtaining adequate
information before a purchase decision is completed may cause consumers to experience
less cognitive dissonance (Holloway 1967). For example, reading ads about one’s chosen
brand reassures confidence in the purchase decision and thus reduces cognitive
dissonance (Holloway 1967).
Information search can be regarded as internal (based on alternatives stored in
one’s memory), but it can also be conducted externally (Moutinho 1987; Schmidt and
Spreng 1996). External information searches involve information sought “from the
environment because the required information was not previously acquired or is unable to
be recalled from memory” (Schmidt and Spreng 1996 p. 246). During an external search
individuals may choose to acquire information from a variety of external sources,
including advertising, catalogs, friends and acquaintances, newspapers and magazines,
books, and salespeople (Punj and Staelin 1983; Schmidt and Spreng 1996).
Opinion Seeking
Interpersonal communication can serve as a viable means of acquiring
information (Feick et al. 1986). Opinion seekers utilize the views shared by others in their
evaluation of products and services (Feick et al. 1986). Also, opinion seekers are
considered socially dependent as they are influenced by the “actions and attitudes of
others” (Moutinho 1987, p. 9). It is important to note that being an opinion seeker is a
10

situational characteristic (Moutinho 1987) and may, therefore, occur only during
particular buying situations.
Interpersonal sources can be perceived as more trustworthy than advertising and
other marketer controlled sources when trying to make a purchase decision (Flynn et al.
1996). Thus, consumers seek the opinion of others in order to reduce risk in decision
making (Flynn et al. 1996). According to Flynn et al. (1996), consumers “imitate
purchase and consumption behavior they admire, gather information from other
consumers in the process of social communication, and seek advice from others who have
greater knowledge and experience” (p.137).
When making a purchase decision, consumers may seek the opinions of friends,
family members, experts and sales staff who they believe would be good sources of
information (Locander and Hermann 1979; Peterson and Merino 2003; Pornpitakpan
2004a; Shoham and Ruvio 2008). Specifically for furniture buying experiences, opinion
seeking behavior may involve asking family members and friends about the furniture
they have in their own homes, and/or shopping with others to get their opinion on a piece
of furniture before it is purchased.
While some research finds that no relationship exists between risk taking and
opinion-seeking (Pornpitakpan 2004a), other studies indicate that individuals may try to
reduce the risk associated with decision making by relying on the opinion of others
(Flynn et al. 1996; Locander and Hermann 1979). Extant research posits that consumers
with high self-esteem are less likely to be swayed by the opinions of others due to the fact
that they tend to have confidence in their own ideas and judgments and are less
concerned about being socially judged or rejected than individuals with low self-esteem
11

(Bearden et al. 2001; Wood and Stagner 1994). In other words, consumers are more
likely to engage in opinion seeking when they lack self-confidence. Pornpitakpan’s
(2004a) research also shows that higher self-esteem leads a consumer to be less likely to
seek the opinions of others. Therefore consumers with higher self-confidence will likely
experience less cognitive dissonance (Montgomery and Barnes 1993).
Furthermore, past findings indicate that opinion seeking is negatively related to
one’s age (Pornpitakpan 2004). Older people are less likely to be opinion seekers because
their time and efforts are more focused on their busy lifestyles (e.g. a hectic job or taking
care of a family) (Pornpitakpan 2004a). Also, Pornpitakpan (2004a) finds that opinion
seeking is positively related to purchase intentions (i.e. consumers’ plans to purchase
product in the near future) and brand loyalty. The idea here is that if people intend to
purchase a product they may seek the opinion of others to aid in making that decision
(Pornpitakpan 2004a). Similarly, in a market where there may be several similar brands,
brand loyal customers seek reassurance about their favorite brand being the best by
asking the opinions of others (Pornpitakpan 2004a). This lessens feelings of anxiousness
about their brand choice and helps these consumers to reduce the likelihood that they will
experience cognitive dissonance (Pornpitakpan 2004a).
Information Search via Traditional Media Sources
While some consumers look to others for information, others also consult and rely
on traditional media outlets in order to become more knowledgeable about a product
category. Consumers may look to television commercials and programs as well as a
variety of print media such as sales brochures and magazine articles to assist them in the
decision making process. These information sources can be classified differently. More
12

specifically, advertising is a marketer controlled source of information, catalogs are
regarded as reseller information and magazines and newspapers provide information from
third-party independent organizations (Schmidt and Spreng 1996).
Advertisers choose the medium through which they relay messages based on
which option will most likely encourage repeat purchase behavior. The medium chosen is
selected in an attempt to reach consumers who are prone to being repeat purchasers
(Nelson 1974). There are several alternatives from which to choose. Advertising through
traditional media outlets like magazines, television and radio can provide consumers with
important information about the availability, safety, price, quality and performance of
product offerings within a product class (Abernethy and Franke 1996; Resnik and Stern
1977; Stern et al. 1981). Information from these types of advertising may help in
reducing consumer anxiety (Abernethy and Franke 1996), which may result in lower
levels of cognitive dissonance.
Research indicates that the average American spends about five hours per day
watching television (Bohn and Short 2012). The New York Times reports that television
is the primary forum for media consumption and that consumers see about an hour of
television ads and promotions per day (Stelter 2009). With this constant exposure to
television ads and programs, consumers may be able to glean a lot of information about a
product category of interest. In the case of furniture shopping, information can be gained
not only from television ads, but also from home makeover and interior design television
shows.
In addition to information learned from television ads and programs, many
consumers also gain information through various forms of print media. Unlike television
13

ads, print media allows for longer periods of message processing and tend to carry more
information (Abernethy and Franke 1996). Newspaper ads typically offer the most
information about prices, warrantees and safety, while magazine ads are rich in quality
and performance information (Abernethy and Franke 1996). For magazines, advertising
is featured almost as much as editorial content (an average ratio of 56/44 for U.S.
magazines) (Rosengren and Dahlen 2013). Additionally, past studies indicate that the
likeability of an ad’s picture can influence the order in which information is searched and
can also impact a consumer’s brand choice (Obermiller and Sawyer 2011). Research
shows that most magazine ads offer information that can help consumers make intelligent
and informed purchase decisions (Stern et al. 1981). Stern et al. (1981) find that
magazine advertisements for furniture tend to be highly informative. Along with
magazine advertisements, other forms of print promotion that relate to furniture shopping
include furniture catalogs and sales pamphlets.
Internet Search
In order to evaluate alternatives when making a buying decision, many of today’s
consumers will, in addition to traditional media searches, also choose to consult the
internet as it is an extremely useful source for gaining information (Kim and Rachtford
2012; Peterson and Merino 2003). A recent study conducted by Cisco indicates that over
70% of consumers conduct research online before making an in-store purchase (Cisco
Study 2012). As opposed to driving from store to store or calling to speak with firm
salespeople, consumers are able to find out about several different brands of the same
product with the simple click of a mouse. Consumers now have the option to share and
gather information about products in a way that is more efficient than a traditional
14

information search (Huang et al. 2009; Klein and Ford 2003; Peterson and Merino 2003).
The availability of product reviews and the incredible amount of detail that firms can
include on their websites, the internet affords consumers the opportunity to experience
the product before buying it (Huang et al. 2009). It offers consumers an unprecedented
number of benefits (Peterson and Merino 2003). Primarily, the internet provides
consumers with “customized information…with minimal effort and cost” (Peterson and
Merino 2003, p.99). The internet, therefore, empowers consumers in their efforts to find
information (Peterson and Merino 2003). For furniture shoppers specifically, the internet
offers the convenience and efficiency of learning about brands, trends, and product
quality information that would otherwise be difficult to obtain, especially since furniture
is not a frequent purchase for most consumers.
Information seeking behavior can be influenced by a consumer’s feelings of
anxiousness about a purchase decision (Locander and Hermann 1979). Moreover, past
research indicates that having sufficient information may help to reduce dissonance
(Holloway 1967). As feelings of anxiety are characteristic of cognitive dissonance,
attempting to combat pre-purchase anxiety through online information search could help
the consumer to become more confident about the chosen alternative (as indicated by
Locander and Hermann 1979). In purchase decision processes that focus on furniture
buying, previously uninformed shoppers, armed with new knowledge gained from
extensive internet searches, could become more confident and astute buyers who are able
to choose the exact pieces of furniture to suit their individual needs. Internet search may
therefore serve as a means of warding off feelings of post-purchase cognitive dissonance.
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Information Search via Social Media
As many consumers look to the internet and online options to find information,
social networking sites offer a means by which consumers can gain product knowledge.
According to Heinrichs et al. (2011), “social networking sites have emerged as an
important communication channel used by individual consumers to create content,
distribute materials share ideas, express opinions, and use information and knowledge”
(p. 347). In an age that exposes consumers to an infinite amount of information,
consumers look to social media in order to access “relevant, timely information” (Jha
2011, p.7). Social networking has, in fact, become the most popular online activity. In
2011, it accounted for 15% of all internet usage in the United States and 91% of all adults
utilize social networking sites on a regular basis (Moscaritolo 2012). Popular sites
include Tumblr, Twitter, Pinterest, LinkedIn and Facebook (Notess 2012).
Social networking sites offer the ability to access information in real-time (Carr
2010). Additionally, the information consumers have access to, via social networks, is
often more personalized than the information acquired through a broader internet search.
Social networks allow people to connect with others who share similar tastes and
interests (Heinrichs et al. 2011). Not only do people connect with strangers with whom
they share commonalities, but also have access to information shared by friends, family
members and acquaintances via social networking. Thus, it is plausible that a consumer
may be more trusting of product information gained from the latest status update of a
Facebook friend than the information he/she gained from a Google search.
One recent trend is the use of social networking sites by companies. Many firms
now have a social media presence (Obal et al. 2011). Because of this, consumers not only
16

have access to information provided by other consumers, but are also exposed to
marketer controlled content about products and services. Moreover, many companies
today are partnering with social media sites which is allowing customers to find
information about topics they may be unfamiliar with (Hawthorne and Cromity 2012).
More specifically, some websites will ask users to authenticate who they are using their
login from a social media site like Facebook or Twitter. This authentication allows users
to see the activity or feedback of other trusted individuals from their social networks (e.g.
Facebook friends and Twitter followers) (Hawthorne and Cromity 2012).
These sites allow users to share pictures, links and other web-content.
Considering this format, consumers who are in the market for a particular product can
browse social network sites for ideas, get feedback from other users and, others’ accounts
in order increase their knowledge of product styles/options and brands. As general online
searches can help consumers become more confident in buying (Locander and Hermann
1979), gathering information via social media sites may also lead to increased
confidence.
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CHAPTER III
CONCEPTUAL DEVELOPMENT
Study 1
There is a paucity of scholarly research that describes the relationship between
cognitive dissonance and the sources through which consumers gather information.
Consequently, an exploratory approach was taken for this initial study. A qualitative
research method was employed to gain further insight into the information sources on
which consumers rely as well as the nature of cognitive dissonance. More explicitly, for
the initial study, twelve in-depth interviews were conducted. Interviews were conducted
until it became apparent, based on newer interviews, that no unique information or new
insights were being revealed. An interview guide was developed that consisted of six
questions. A copy of the interview guide is available in Appendix A.
While an interview guide was employed to maintain conformity and continuity,
interviews were only semi-structured which allowed for some flexibility and
improvisation on the part of the interviewer and interviewee. Each interview was audio
recorded and transcribed at a later date. A transcription of each interview is shown in
Appendix B.
Participants were recruited via word of mouth and were asked to respond to
questions related to a furniture buying experience that took place during 2013. Six
interviews were conducted by phone, five interviews were conducted face-to-face on the
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campus of a large southern university and a one interview was conducted in an off
campus location at the home of the respondent. Respondents were informed that all
identifying information would be kept confidential. Accordingly, for the purposes of this
study, all interviewees are given pseudonyms to preserve their anonymity.
Of the group of respondents, 50% are male, and respondents’ ages range from 22
to 56 years. Table 3.1 below includes respondent characteristics, the type of product
purchased and whether the purchase was made online or at a physical retail location.
Table 3.1

Study 1 Participants’ Characteristics

Interviewee
Pseudonym

Age

Gender

Product Purchased

In-Store
Purchase

Online
Purchase

Lenny

22

Male

Couch

Robby

41

Male

Dining room table; box spring, bed and rolling frame

X

Allie

24

Female

Bed frame, two dressers, sofa table

Cole

46

Male

Bookcase and box springs

X

Danni

35

Female

Twin bed

X

Jane

56

Female

Living room set

X

Les

28

Male

Sofa

X

Warren

31

Male

Six piece bedroom set

X

Rory

23

Female

Entertainment center

X

Brayden

39

Male

TV Stand

X

Margot

56

Female

Mattress Set

X

Stacy

30

Female

Dining room table and six chairs

X

X
X

Findings
Based on an analysis of the interviews, categories emerged for each question. The
interviews offer a description of the sources by which consumers gather information, and
also discuss the cognitive dissonance experience. The tables below provide the categories
related to each question as well as select, illustrative quotes for each category.
19

Question 1’s objective was to gain a greater understanding of which sources of
information consumers consult before making a purchase decision. The responses from
participants reveal that a variety of sources are consulted and in a variety of ways—from
methods that required considerable effort like driving store to store to more convenient
ways to gather information like performing a general online search.
Table 3.2

Question 1

Question 1: Which sources did you consult?
Categories
Select Quotes
"We did read product reviews before
1. Customer reviews
purchasing." -Brayden
"I asked my sister—so like I Instagrammed or
2. Friends and family
Snap Chatted some pictures I asked my
sister—so like I Instagrammed or Snap
Chatted some pictures.... I did that when I went
in to the store because they have, like,
“bedroom setups” so I took four pictures and
asked her “Which one of these do you like?”" Allie
3. Customer service/Salesperson "What I did was actually call customer service
and ask for a sample—a fabric sample to see
how it would feel." -Lenny
"With social media there are ways for you to
4. Social media
filter your search. For example, Instagram has
the hashtag option. I looked #ikeafurniture. I
have been given ideas that way. Also, I did
look across twitter a little bit…" -Rory
"I was looking online at several different
5. General online search
furniture stores before purchasing because I
knew what I wanted." -Jane
"I briefly went through some ads that the
6. Print and television
Commercial Dispatch (newspaper) had for
advertising
mattresses. I probably for about a month, paid
attention to the ads that were on the TV station
whenever they came on..." -Margot
"I used to work for Thomasville (furniture
7. Company catalogs
brand) so when this was still an emerging thing
I went to the Thomasville website first and
looked through that stuff." -Robby
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Table 3.2 (continued)
8.

Store visits

9.

Company website

"Well I actually looked around at other
locations (other stores). The reason I decided
to go with Ashley... was mainly based on the
customer service experience." Warren
"We looked online at the company to see if the
company was a reputable company and looked
at some referrals that other people posted." Cole

The goal of Questions 2 and 3 was to gain a clearer understanding of why a
consumer may consider a source to be helpful or credible. There were a range of
responses that indicate the opinions of others as well as information provided by the firm
either in-store or online can be influential in the decision-making process.
Table 3.3

Questions 2&3

Question 2&3: Which source did you think was most helpful? /Which source did
you think was most credible?
Categories

Select Quotes

1.

Previous experience

"I think the most helpful source was previous
experience from my parents and people I
knew back home in the Netherlands—It’s a
top selling brand over there and they all had
positive experiences with the couch brand." Lenny

2.

Friends and family

"One of my girl friends. She had just bought
furniture and her house looks really nice so I
respected her opinion." –Les
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Table 3.3 (continued)
4. Company website/online
retailer

"I had been successful in ordering things
before like rugs and lamps and dish sets
through Overstock.com I decided I would go
there because they had been quick and I had
been satisfied before." -Margot

5.

General online search

"I was looking online. I was looking online at
several different furniture stores before
purchasing because I knew what I wanted." Jane

6.

Product reviews

"Typically when we do online shopping, first
we base it off of just looks then tend to look at
the reviews and base our decision off of the
reviews. If they’re terrible we just move on
and go with a different item" -Brayden

7. Store visits

"The most helpful was just for me to go to the
store. Like I said, a lot of the information I
wanted to look into was kind of vague on
Ikea’s website and the pictures were more for
ideas and concepts than for information." Rory

8. Social media

"Probably the Facebook [group]… just
individuals of their own volition saying, “Hey
we bought stuff here and, yeah, it was a pretty
good deal.” -Cole

Question 4 was geared toward understanding whether or not the interviewees
experienced cognitive dissonance about their furniture purchase. Those individuals who
did seem to have some regrets about their purchase focused primarily on issues related to
product quality, lack of additional services ( specifically delivery) and the fact that their
expectations of the product was negatively disconfirmed.
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Table 3.4

Question 4

Question 4: Do you have any regrets or apprehension? Why?
Categories

Select Quotes

1.

No. Recent purchase

"No but I’ve only owned it for a month." Lenny

2.

No. Met expectations.

"No, it actually has exceeded my
expectations. It was real wood, solid,
beautiful color. The lines are perfect, it fits
perfect—the chairs. It looks better in person
than online." -Stacy

3.

No. Convenience.

"It arrived when it was supposed to. It came
the way it was supposed to—all in boxes; all
the parts were in there; directions. So it was
just really convenient. Like I said, I didn’t
really pay a lot of money for what I got but
what I did get; it was quality for what I paid."
-Allie

4. No. Pleased with product
condition

"Absolutely not. I was really excited about
what I purchased. It was the perfect fit for
what I was looking for so I didn’t feel I had to
look anymore because I had been looking
over a period of time." -Jane

5.

"The only downside is that when they do have
them assembled (in-store), they don’t—I’m
not saying it’s not realistic but they don’t
show it with a TV on top [or what it would
actually look like] in use. I do like it overall,
but the durability of it is a little questionable.
It is holding up as of now but I am concerned
that it’s not going to last as long as I was
hoping that it would." -Rory

Yes. Unmet expectations
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Table 3.4 (continued)
6.

Yes. Lack of quality

"The bed broke in half. I think it was the
quality of the wood I think. If it was solid
wood it wouldn’t have broken no matter how
big I was. I shouldn’t’ve bought a bed from
Wal-Mart." - Danni

7.

Yes. Delivery was not offered.

"When I found out they weren’t delivering it.
That was the only thing I kind of inhaled
about. Carrying it in and worrying about the
glass top table—At a certain point when we
were carrying it in, I started to sincerely regret
not getting it delivered or finding some way to
get it delivered." -Robby

The responses to Question 5 reveal the unique reasons that some consumers
choose to make online purchases instead of buying in-store. The nature of shopping
online provides the consumer with a wider assortment of options while sometimes
offering a greater amount of convenience.

24

Table 3.5

Question 5

Question 5: Why did you choose to purchase online instead of in-store?
Categories

Select Quotes

1. Familiarity/experience with the
brand

"I was familiar with the brand already—I
had previous experience with the
brand...That was the main reason I
decided to buy it online…" -Lenny

2. Convenience

"I was living about 10 hours away and I
needed something that was going to ship
to my house within the next week or and
be in boxes and ready to be assembled so I
ordered it from Ikea and everything came
disassembled and in boxes to my parents’
house." -Allie

3. Only found product online

"Um, we liked the way it looked, it met
our needs and we didn’t see it locally at
any stores. We only found it online." Brayden

4. Ability to search based on specifics

"It (buying online) let me narrow it down
more quickly, I guess. I could put in the
search categories that I wanted to limit it
to, then I would end up with, say, 5 to 10
options. It was much easier to select what
I wanted..." -Margot

Overall, the interviews reveal that consumers rely on multiple sources of
information when making a furniture purchase. Aside from actually visiting a store or
consulting a company employee, many consumers conduct research about potential
purchases by seeking the opinion of others, relying on traditional media sources, doing
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online search for information or by gaining knowledge through social media. It is
interesting to note that consumers who gathered information via social media did so by
consulting various sources within that environment. For example, on any social
networking site, consumers are afforded the opportunity to gain product information from
companies (in cases where the firm has a social media presence), friends and family
members who are a part of their online social network and from others they may have
access to via social networks but may not know personally (i.e. a friend of a
friend/follower or celebrity/blogger).
As social media has, in recent years, become a useful communication tool for
firms to communicate with consumers, it is of great consequence for both firms and
scholars to gain more understanding about how the sources within social media are
perceived by consumers. In the initial interviews, consumers were asked about their
perceptions of credibility and helpfulness in regards to the sources they consulted. In the
study to follow, the author investigates this further by exploring the impact of the
credibility of different sources within social media on consumer attitudes and cognitive
dissonance in an online shopping context.
Study 2
The initial study was an exploratory attempt at understanding more about
information sources and their credibility and usefulness. Study 2 expands the
investigation of the concepts brought to light by the interviews and seeks to empirically
test the relationships between constructs; specifically focusing on sources within social
media that consumers rely on for making an online purchase. Peterson, Balasubramanian
and Bronnenberg (1997) assert that the way in which information is presented in an
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online environment affects the information search process and consumers’ purchase
decisions. Based on the importance and relevance of online shopping behavior and the
exponential growth of social media as a form of communication for consumers and firms,
the categories drawn from Study 1, along with an in-depth review of pertinent literature,
are used to inform the development of the proposed model. (See Figure 1)
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Figure 3.1

Proposed Model: The Impact of Perceived Source Credibility for Sources within Social Media on Consumer
Attitudes and Intentions in an Online Shopping Context

The model illustrates the idea that consumers’ perceptions of a source’s credibility and
the usefulness of information provided by the source will influence their attitudes towards
the source, and consequently, their attitude toward the brand. This attitude toward the
brand will affect the likelihood that consumers will choose to shop with a particular
retailer in the future (represented in the model as the construct ‘repatronage intentions’).
It is also hypothesized that attitude toward the source will influence the occurrence of
post-purchase cognitive dissonance which will ultimately impact consumers repatronage
intentions as well as their intentions to post and share positive brand related information
on a social networking site. Specific relationships among the constructs in the model are
discussed in the following section.
Hypotheses Development
Source Credibility
Source credibility is a construct that has been of interest to researchers for many
years. It is a topic that is oft discussed in regards to advertising and related topics such as
the use of a spokesperson or celebrity. In Ohanian’s (1990) research, it is said that
credibility, when it comes to celebrity endorsers, is a factor of perceived expertise,
trustworthiness and attractiveness. Newell and Goldsmith (2001) point out that the
attractiveness component of credibility typically refers to the level to which a consumer
may find a spokesperson physically appealing (ex. Ohanian (1990). This construct,
characterized in this manner, is therefore not applicable in several other contexts, and in
particular, does not lend itself well to analysis for investigating credibility from sources
within social media; specifically, friend/family member, a relevant other (who the
consumer does not know personally) or the firm. In their research on electronic word of
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mouth, Reichelt, Sievert and Jacob (2014) posit that a more appropriate aspect of
credibility for understanding online information is similarity. These scholars include this
construct in their research on the credibility of electronic word of mouth (or eWOM). As
eWOM about brands is commonplace within the social media sphere, this perspective is
applicable for the purposes of the current research. While it is somewhat like the concept
of attractiveness (Swartz 1984), similarity refers specifically to the extent to which an
individual perceives the opinions and evaluations of a source to be relevant to his/her
situation (Reichelt et al. 2014). Thus within the scope of this research, source credibility
is discussed as an outcome of three antecedents: trustworthiness, expertise, and similarity.
Trustworthiness
Previous research posits that trustworthiness is an important factor for assessing
the credibility of a source (Reichelt et al. 2014; Ohanian 1990; Hovland and Weiss 1951).
According to Reichelt et al. (2014), “members of online communities often seek out
others who offer good, trustworthy advice” (p. 69). This indicates that individuals who
search social media for information to assist with a purchase decision are looking to
connect with sources from which they can acquire honest and truthful product
information. Trustworthiness is defined as the extent to which an individual can believe
the source’s intent to convey valid information (Hovland, Janis and Kelley 1953).
Understanding the impact of perceived trustworthiness, has important implications for
research related to both persuasion and consumer attitude change (Ohanian 1990).
Because trustworthiness is an antecedent of credibility, the following is hypothesized:
Hypothesis 1: Trustworthiness will have a positive relationship with source
credibility.
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Expertise
Expertise is another important factor that relates to source credibility. Expertise is
also found to positively influence attitude change (Ohanian 1990) and persuasion (Swartz
1984). Information acquired from consulting with experts (or someone who has expertise
in a particular purchase situation) will likely be perceived as very valuable (Reichelt et al.
2014). Based on Hovland et al.’s (1953) definition, expertise is characterized by the
ability of the source to give accurate information based on having relevant knowledge
and skills. As expertise is an antecedent of credibility, the following is hypothesized:
Hypothesis 2: Expertise will have positive relationship with source credibility.
Similarity
In regards to perceived similarity as a third antecedent of source credibility, it is
important to consider that how consumers see themselves, and the way in which they
desire to be seen by others, affects the way they choose to buy. Within the context of this
research ‘Similarity’ refers to the extent to which individuals consider themselves to be
like another; specifically, the source from which they obtain information.
In their discussion of similarity, Reichelt et al. (2014) postulate that individuals
with shared interests and experiences are more likely to communicate. Thus, within an
online social network, consumers will likely look to firms and other social network users
with which they share some type of similarity. Sociological research on friendship
indicates that individuals tend to choose friends and adjust behaviors to increase
similarity or congruence between themselves and the other individual (Kandel 1978). As
such within an online social network, consumers will likely ‘friend’ (or ‘follow’)
individuals and brands with which they share some similarity and may adjust behaviors
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like shopping habits to escalate the level of congruence between themselves and the
people and brands they are connected to via social media.
This concept is very much related to the idea of self-image congruity. The term
self-image refers to the way in which one wishes to be viewed by others (Sirgy 1982).
Consumers often seek out ways to express their self-image, and the purchase and use of
products that reinforce how they wish to be perceived, is one way this can be achieved
(Sirgy 1982). For example, consumers may see the furniture they purchase for their
homes as an expression of their personality or how they would like to be perceived by
others. Based on self-congruity theory, if an individual that has a positive (negative) selfimage purchases a product that has a perceived positive (negative) image, self-image
congruity is achieved (Sirgy 1982). Past research suggests that consumers’ purchasing
decisions are guided by their desire to enhance their self-image (Grubb and Grathwohl
1967; Sirgy 1982). Congruence between a consumer’s self-image and the perceived
image of the product being purchased has an important impact on buyer behavior
(Hosany and Martin 2012). For example, research shows that consumers purchase
intentions for various products are influenced by their perceptions of self-image
congruity (Landon Jr. 1974). In this regard, it is reasonable to conclude that consumers
are interested in purchasing products from companies with which they share some
similarity. Therefore this author posits that, as an antecedent of credibility, consumers
will also be more likely to perceive a source within their social network to be more
credible if there is some level of similarity between the source and the consumer. The
author posits the following hypothesis:
Hypothesis 3: Similarity will have a positive relationship with source credibility.
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Source credibility, as a topic, is an area of study that still has a variety of research
questions that have yet to be explored (Pornpitikan 2004b). This study is an attempt to
further this area of scholarship by empirically testing the impact of source credibility on
consumers’ attitude and subsequent post-purchase dissonance and intended behaviors.
Information Usefulness
Just as source credibility influences consumer attitudes, the usefulness of the
information is another point of consideration in the purchase decision-making process.
Previous research on information systems suggests that for information to be considered
useful it should enable the user to perform better (Davis 1989). Relating this same idea to
online shopping, useful information should allow a consumer to better at make a sound
decision. Pankoff and Virgil (1970) define information usefulness as the degree “…to
which information facilitates decision making.” More explicitly, within this scope of this
study, information usefulness relates to the extent to which a consumer finds information
acquired from the source to be relevant and applicable to the purchase decision to be
made. Along these same lines, it is reasonable to assert that being able to gather useful
information from a source should cause a consumer to have a more favorable attitude
toward that source. In other words, obtaining pertinent information from a source which
consequently results in a more informed decision should cause one to have a more
positive attitude toward that source. Thus, the following is hypothesized:
Hypothesis 4: Information usefulness will have a positive relationship with the
attitude toward the source.
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Consumer Attitudes and Intentions
Attitude refers to one’s overall evaluation of something, established over time
(Solomon 2008). The attitudinal aspects of the proposed conceptual model are forged
upon the basis of Ajzen and Fishbein’s (1980) theory of reasoned action. This theory
purports that that attitudes will inspire intentions which will subsequently impact
behaviors. Thus, the attitude-centered hypotheses in this dissertation are developed upon
the basis of this theory.
Research conducted by Goldsmith, Lafferty and Newell (2000) reveals that
corporate credibility has a direct relationship with attitude toward the brand and purchase
intent. In the case of endorser credibility, the relationships with these constructs are
indirect and are mediated by consumers’ attitudes toward the ad (Goldsmith et al. 2000).
The latter finding relates well to the current research. Within social media, consumers
may look to several sources for product information, specifically: friends/family
members, the firm and other members of the social network who they do not know
personally. Within the social media environment it is likely that consumers’ attitudes
toward the source will mediate the relationship between source credibility and attitude
toward the brand.
Previous advertising literature contends that credibility is positively related to
attitude toward the ad (Goldsmith et al. 2000). While the current research focuses on
sources within social media, as opposed to advertising, it is expected that even within this
new context, this relationship will still hold true. Accordingly, the following is
hypothesized:
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Hypothesis 5: Source credibility will have a positive relationship with the attitude
toward the source.

Furthermore, Goldsmith et al. (2000) also posit that attitude toward the ad will
impact a consumer’s attitude toward the brand. Mackenzie and Lutz (1989) also assert
that there is a positive relationship between attitude toward the ad and attitude toward the
brand. It is likely that the same will be true of the relationship between attitude toward
the source and attitude toward the brand. A positive attitude toward a source of brandrelevant information should lead one to also have a favorable attitude toward the brand.
As such, the following hypothesis is presented:
Hypothesis 6: Attitude toward the source will have a positive relationship with
the attitude toward the brand.

Extant research also posits that attitude toward the brand has a positive
relationship with purchase intentions (Goldsmith et al. 2000; Lutz, MacKenzie and Belch
1983). Along this same vein, this research seeks to assess the relationship between
attitude toward the brand and a consumer’s intent to repatronize that brand. Based on the
previous literature, it is likely that attitude toward the brand will have a positive impact
on intentions to shop that brand in the future. Thus, the following hypothesis is stated.
Hypothesis 7: Attitude toward the brand will have a positive relationship with
repatronage intentions.
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While previous research has examined the relationship between credibility and
attitudes (Goldsmith et al. 2000), this research is meant to offer further insight into the
relationship between source credibility and consumer attitudes within social media.
Social media allows consumers to communicate with each other about their product and
brand preferences on a large-scale basis (Mangold and Faulds 2009). This means that
both positive and negative brand information can be relayed from one consumer to
potentially thousands of other consumers. Thus, it is important to investigate source
credibility in this context, as well as, examine how resulting changes in attitude will
impact social network-specific behavior. It is likely that the positive link between
attitudes and intentions as expressed by the theory of reasoned action (Ajzen and
Fishbein 1980) will also be relevant within the social media context. Essentially, the
impact of attitude changes that happen within a social media environment may influence
not only repatronage intentions but also the consumer’s intent to share information about
the product purchase experience with other members of the social network. Thus, it is
hypothesized that:
Hypothesis 8: Attitude toward the brand is positively related to intentions to post
and share positive brand information with the online social network.
Cognitive Dissonance
“Why on earth did I buy that?”, “Did I make the right choice?” these types of questions
are often asked by consumers during post-purchase evaluations and arise when
consumers have reservations about whether they made the correct purchase choice.
Cognitive dissonance is characterized by feelings of remorse, doubt, and mental
discomfort that an individual may experience as a result of a buying decision (Soutar and
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Sweeney 2003). It is a topic that is often discussed in the marketing and psychology
literature (ex. Cummings and Venkatesan 1976; Festinger 1957; Wangenheim 2005).
Marketers’ concern with this issue lies in its potentially negative consequences.
Specifically, consumers can become dissatisfied (Tse and Wilton 1988) and those who
experience dissonance may choose to return the purchased product (Milliman and Decker
1990) or switch to another alternative (Mittelstaedt 1969). Cognitive dissonance can also
lead consumers to spread negative word of mouth about the rejected alternative (Augusto
de Matos and Vargas Rossi 2008; Wangenheim 2005).
While some researchers (ex. Koller and Salzberger 2007) distinguish between
pre-purchase and post-purchase dissonance, this dissertation focuses specifically on postpurchase cognitive dissonance. Scholars state that continued research on this topic is
necessary, primarily because the marketing literature indicates that we have yet to gain a
sound understanding of the nature of this complex construct (Bawa and Kansal 2008;
Soutar and Sweeney 2003). Thus, the present research seeks to increase understanding of
this concept by exploring how attitudes influence consumers’ cognitive dissonance
during post-purchase evaluation.
Having a positive attitude toward the source through which one gathered
information about a purchase should reasonably minimize the feelings of remorse (i.e.
post-purchase dissonance) that a consumer may experience. Therefore, the following is
hypothesized:
Hypothesis 9: Attitude toward the source will have a negative relationship with
cognitive dissonance.
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As cognitive dissonance is characterized by feelings of dissatisfaction (Tse and
Wilton 1988), tension and doubt (Soutar and Sweeney 2003), in regards to post purchase
evaluations, consumers who experience cognitive dissonance are unlikely to intend to
repatronize the brand or share positive information about their purchase on social media
sites. Accordingly, the following hypotheses are presented:
Hypothesis 10: Cognitive dissonance will have negative relationship with
repatronage intentions.
Hypothesis 11: Cognitive dissonance will have a negative relationship with
intentions to post/share positive information about the brand with the online social
network.
Need for Sensory Shopping Characteristics
The information acquired from simply touching a product can be an essential part
of a purchase decision and some consumers, more so than others, have a greater need for
touching products before purchase (Yazdanparast and Spears 2012). Extant research
posits that the need to physically experience the actual product being considered for
purchase is tied to the hedonic value that in-store shopping holds (Rintamaki et al 2006).
Rintamaki et al. (2006) assert that “for some, the mere act of ‘being in the store’ creates
positive emotions…[and] shoppers enjoy touching, trying and browsing products…” (p.
14).
As Study 2 is focused on online shopping experiences, a consumer’s desire to
engage in this type of sensory shopping is going to be limited or nonexistent in an online
environment and thus, being able to further investigate how this need for sensory
shopping characteristics relates to online purchases is of key importance. According to
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Yazdanparast and Spears (2013), “touch is an important source of information for
consumers, and there is much to learn about its role in an online purchase decision
context where the ability to touch products is not (at least currently) possible” (p. 46).
Furthermore, Peck and Childers (2003) contend that studying ‘touch’ in relationship to
internet shopping “may lead to insight regarding brand judgments,…choice preferences,
[and] information search” (p. 430).
One of the primary differences between online shopping and in-store shopping
is the inability of the former to offer consumers a complete sensory experience.
Consumers may have trouble being able to judge textures and vibrancy of colors and the
web is completely devoid of any ability to relay scent. In the case of furniture shoppers
who by online, it can be very difficult to ascertain from a picture on a website, how
comfortable a couch might be, whether it smells like new leather or what sound it might
make as one shifts his weight on it. Peck and Childers (2003) state that “individuals’
confidence in product judgments may be affected by whether or not they can touch a
product during evaluation… and some consumers are likely to become frustrated by their
inability to acquire this information” (p. 430). Thus, for consumers who have a strong
desire for sensory shopping characteristics, online shopping may adversely influence
their confidence in buying and they may therefore, experience post-purchase dissonance.
Hence the following hypothesis:
Hypothesis 12: The need for sensory shopping characteristics will have a positive
relationship with cognitive dissonance.
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One researcher states that the internet has its limitations but “chief among them
are reduced opportunities for sensory shopping” (Vijayasarathy 2002, p. 411).
Consequently, “retailers of tangible products face the challenges of narrowing the sensory
chasm that currently exists between their products and online shoppers…” (Vijayasarathy
2002, p. 423). Yazdanparast and Spears (2013) find that in shopping situations where
touching is not an option, product-specific expertise has a positive impact on purchase
intentions. As perceived expertise is an antecedent of source credibility, it stands to
reason that high perceived source credibility should reduce a consumer’s need for sensory
shopping characteristics. Thus, the following is hypothesized:
Hypothesis 13: Source credibility will have a negative relationship with the need
for sensory shopping characteristics.
As a concise review of the constructs that have previously been discussed, Table 3.6
provides a definition for each of the constructs included in the model.
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Table 3.6

Constructs and Definitions

Construct

Definition

Source Credibility

The extent to which an individual believes a source is
trustworthy, has expertise and is similar to himself
(Reichelt, Seivert and Jacob 2014).

Trustworthiness

The extent to which an individual can believe the source's
intent to convey valid information (Hovland, Janis and
Kelley 1953).

Expertise

The ability of the source to give accurate information based
on having relevant knowledge and skills (Hovland et al.
1953).

Similarity

The extent to which an individual perceives the opinions
and evaluations of a source to be relevant to his/her
situation (Reichelt er al. 2014).

Information Usefulness The extent to which a consumer finds information acquired
from the source to be relevant and applicable to the
purchase decisionto be made (Pankoff and Virgil 1970).
Attitude Toward the
Source

An individual's overall evaluation of the source of
information, established over time (Solomon 2008).

Need for Sensory
Shopping
Characteristics

The need to physically experience the actual product being
considered for purchase (Rintamaki et al.2006).

Repatronage
Intentions

The extent to which and individual expects to shop at a
particular store website sometime in the future (Hui, Zhao,
Fan and Au 2004).

Cognitive Dissonance

Feelings of remorse, doubt and mental discomfort that an
individual may experience as a result of a buying decision
(Soutar and Sweeney 2003).
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Table 3.6 (continued)
Construct

Definition

Intentions to Post/Share
Positive Messages

Refers to whether an individual plans to post or share
positive brand-related information via pictures and posts on
a social media site.

Attitude Toward the Brand

An individual's overall evaluation of the brand, established
over time (Solomon 2008).
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CHAPTER IV
METHOD
For the purposes of this dissertation, in an attempt to minimize the occurrence of
confounding effects, the author focuses on one category of product: home furniture. More
specifically, the data collected relate to online furniture purchases. It is likely that most
consumers regard furniture as an important good whose purchase can require a
considerable amount of effort; characteristics that make this product category one in
which dissonance is more prone to occur. According to Soutar and Sweeney (2003), “it is
clear that dissonance should be of concern, as a significant minority of consumers (27%
in [a] furniture store sample…) experienced some form of dissonance” (p.242). This
indicates that within this product category, more than one quarter of consumers may
experience dissonance, become dissatisfied and may react by switching to an alternative
brand or taking some other action that could be detrimental to a firm. Therefore, studying
cognitive dissonance within a furniture buying context can offer additional insights to this
subject area.
Measures
A survey was developed in order to empirically test the model. Existing scales
were employed and adapted in order to measure the constructs included in the conceptual
model. The items used to measure credibility were based upon Williams and Drolet’s
(2005) advertising credibility scale. Three reflective items were used to measure
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trustworthiness and were adapted from a scale developed by Newell and Goldsmith
(2001). The scale used to measure expertise consists of three reflective items and was
also adapted from a previously existing scale (Ohanian 1990). Similarity was measured
with a three item scale based on Escalas and Bettman’s (2003) self-brand congruence
scale.
The four items for the ‘Information Usefulness’ scale was based upon a website
usefulness scale developed by Deshpande and Zaltman (1982). The scales for the
‘Attitude toward the Source’ and ‘Attitude toward the Brand’ were based upon Whittler
and Dimeo’s (1991) attitude toward the spokesperson scale and Aaker’s (2000) work,
respectively. Cognitive dissonance was measured using three items and was based upon
questions from Sweeney, Hausknecht and Soutar’s (2000) cognitive dissonance scale.
The ‘Intention to Post/Share Postive Messages’ construct was measured using four scale
items that were grounded in Maxham and Netemeyer’s (2002) ‘Intention to Recommend’
scale. Additionally, the items used to measure ‘Repatronage Intentions’ were adapted
from Maxham and Netermeyer’s (2002) purchase intentions scale. ‘Need for Sensory
Shopping Characteristics’ was measured by three reflective items from the ‘Need for
Touch’ scale developed by Peck and Childers (2003). The survey also included a scale to
measure participants’ familiarity with the retailer as this construct will be used as control
variable when testing the proposed model. The three item scale for this construct was
adapted from Algesheimer, Dholakia, and Herrmann’s (2005) ‘Knowledge of the Brand’
scale. Appendix C contains a copy of the pretest survey and Appendix D contains the
Mississippi State University Institutional Review Board approval for this research.
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Multi-item Likert-type scales were used to measure all of the constructs in the
model except ‘Expertise’, ‘Attitude toward the Source’ and ‘Attitude toward the Brand,’
for which semantic differential scales were used. For all constructs, respondents were
asked to respond by indicating their level of agreement with each statement by selecting
an option from 1 (“Strongly Disagree”) to 7 (“Strongly Agree”). See Table 4.1 for scale
items along with their means, standard deviations, and reliability statistics. Coefficient
alphas ranged from 0.855 to 0.951, providing evidence of reliability of the constructs.
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Table 4.1

Scale Items, Means Standard Deviations and Coefficient Alphas
Item Means1

Construct and Scale Items

Std. Dev.

Source Credibility

Α
0.843*

Thinking about the friend or family member from which
you got information on Facebook, please respond to the
following:
1. This friend or family member gives credible
information.
2. I believe this friend or family member is a credible
source.

5.76

1.119

5.83

1.134

Trustworthiness

0.951

Thinking about the friend or family member from which
you got information on Facebook, please respond to the
following:
1. I trust this friend or family member.
2. This friend or family member makes truthful claims.

5.95
5.85

1.107
1.167

3. This friend or family member is honest.

5.96

1.107

Expertise2

0.884

In regards to purchasing furniture, I think that my friend
or family member is:
1. Inexperienced: Experienced
2. Not knowledgeable: Knowledgeable
3. Unskilled: Skilled

5.10
5.24
4.96

1.381
1.292
1.230

Similarity

0.867

Still thinking about the friend or family member from
which you got information on Facebook, please respond to
the following:
1. I can identify with this friend or family member.
2. I feel a personal connection to this friend or family
member.
3. This friend or family member provides information that
suits me well.

5.63
5.82

1.116
1.121

5.66

1.142

Information Usefulness

0.926

While thinking about the information you got from your
friend or family member on Facebook, please answer the
following questions.
1. My friend or family member provided me with useful
information.

5.42

1.243

2. Information provided by my friend or family member
was accurate.

5.53

1.214

3. Information provided by my friend or family member
was relevant to my purchase decision.

5.52

1.299
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Table 4.1 (continued)
Item Means1

Construct and Scale Items

Std. Dev.

α

Information Usefulness
4. Information provided by my friend or family member
was helpful.

5.65

1.151

Attitude Toward the Source2

0.881

I believe this friend or family member is:
1. Unfriendly: Friendly
2. Unlikeable: Likeable
3. Cold: Warm

6.25
6.22
6.13

1.081
1.132
1.156

Need for Sensory Shopping Characteristics

0.913

While thinking about your general furniture shopping
preferences, please answer the following questions.
1. I place more trust in products that can be touched before
purchase.

4.60

1.458

2. I feel more comfortable purchasing a product after
physically examining it.

4.85

1.465

3. I feel more confident making a purchase after touching a
product.

4.62

1.502

Repatronage Intentions

0.859

While thinking about the online retailer you purchased
furniture from, please answer the following questions.
1. In the future, I intend to use this online retailer for
furniture purchases.

5.37

1.085

2. If I was in the market for furniture, I would use this
online retailer again.

5.40

1.105

3. In the near future, I will use this online retailer as my
furniture provider.

5.13

1.181

Cognitive Dissonance
While thinking about the online furniture purchase you
identified at the beginning of this survey, please answer
the following questions. After I bought my furniture…
1. I felt uneasy.
2. I felt uncertain about my purchase.
3. I felt anxious about my purchase.

0.855

2.67
2.76
2.90
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1.491
1.542
1.646

Table 4.1 (continued)

Item Means1

Construct and Scale Items

Std. Dev.

Intentions to Post/Share Positive Messages

α
0.904

While thinking about the online retailer you purchased
furniture from, please answer the following questions.
1. I intend to spread positive word of mouth about this
online retailer on Facebook (or other social network).

4.95

1.403

2. I would recommend this online retailer for furniture to
my Facebook (or other social network) friends.

5.11

1.310

3. If my Facebook (or other social network) friends were
looking to purchase furniture, I would tell them to try this
online retailer.

5.32

1.261

4. I would share information about the online retailer on
Facebook (or other social network).

4.95

1.415

Attitude Toward the Brand2

0.942

While thinking about the company from which you made
your recent online furniture purchase, please answer the
following questions. My overall impression of the
furniture retailer is:
1. Bad: Good
2. Unfavorable: Favorable
3. Unsatisfactory: Satisfactory
4. Negative: Positive
5. Dislike: Like

5.88
5.92
5.94
5.86
5.91

1.095
1.087
1.082
1.214
1.126

Retailer Familiarity

0.846

While thinking about the online retailer you purchased
furniture from, please answer the following questions.
1. Compared to others, I know a lot about this online
retailer.
2. I am knowledgeable about this online retailer.
3. I consider myself very experienced with this online
retailer.
n= 207
1 -Scale ranges from 1 to 7, anchored strongly disagree and
strongly disagree
2 -Semantic

differential scale
*- Correlation reported instead of α
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4.84

1.312

5.19
4.96

1.171
1.349

Analysis of Pretest
A pretest was conducted to assess the validity of each of the scales. Data collection for
this study was done through the use of online surveys administered through Qualtrics; a
web-based software useful for online marketing research. The sample was drawn from
panelists registered with Amazon’s Mechanical Turk (MTurk). Only panelists who were
over the age of 18 and had IP addresses in the United States were given the option to
complete the survey. For completing the survey, participants received 51 cents added to
their Amazon.com account which can be used toward making purchases on the site.
For the pretest, a sample relevant to only one type of source (friends/family
members) was utilized. As the pretest is primarily for the purpose of evaluating the
reliability and validity of the measures, it is appropriate to use such a sample. Participants
invited to take the survey were individuals who purchased furniture online during 2013 or
2014 and gained information through a friend or family member on Facebook. Facebook
was chosen as an operationalization of social media as a means of reducing any
confounds that might arise as a result of choosing to collect data for several different
social media sites as opposed to focusing on just one. Additionally, Facebook is an
appropriate choice as it is among the most popular social media sites (Notess 2012) and
allows users to share information via pictures, videos, website links and private
messages.
Pretest respondents were recruited via an invitation posted on the MTurk site and
the survey was closed after the desired number of responses was obtained. To account for
respondent fatigue, one attention measure was included. Respondents were simply asked
to check a specific response. Those who did not select the required answer were removed
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from the survey. A total number of 222 surveys were completed. Fifteen were removed
from the analysis for failing to choose the correct response for the attention measure.
Characteristics of the final sample (n=207) are presented in Table 4.2.
Table 4.2

Demographic Characteristics of Pretest Sample

Characteristic

Sample
(n)

Sample
(%)

U.S. Population
(%)

Male
Female

100
107

48.3%
51.7%

49.2%
50.8%

18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
65-74 years
75-84 years
85 years & older

42
92
42
19
11
1
0
0

Median= 25-34 years
20.3%
44.4%
20.3%
9.2%
5.3%
0.5%
0%
0%

White/Caucasian
Hispanic/Latino
Black/African American
American Indian and Alaskan Native
Asian
Native Hawaiian/Other Pacific Islander
Multi-Cultural
Other

145
17
23
2
14
0
6
0

70.0%
8.2%
11.1%
1%
6.8%
0%
2.9%
0%

63.7%
8.7%
12.6%
0.9%
4.8%
0.2%
2.9%
6.2%

Annual Household Income:
Below $20,000
$20,000-$39,999
$40,000-$59,999
$60,000-$79,999
$80,000-$99,999
$100,000-$199,999
$200,000 or more
Prefer not to answer

26
53
44
40
17
19
3
5

Median= $40,000- $59,000
12.5%
25.6%
21.3%
19.3%
8.2%
9.2%
1.4%
2.4%

Median=$49,445
19.9%
21.7%
16.7%
12.5%
8.8%
16.6%
3.9%
n/a

91
100
14
2

44.0%
48.3%
6.8%
1.0%

27.0%
53.1% (married only)
13.7%
6.2%

Gender:

Age:

Median= 37.2 years
9.9%
13.3%
13.3%
14.6%
11.8%
7.0%
4.2%
1.8%

Ethnic Origin:

Marital Status:
Single, Never married
Married/Partnered
Divorced/Separated
Widowed

n=207
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Using SPSS 20 statistical software, a principal component analysis with varimax
rotation was done to assess the unidimensionality of the constructs. An analysis was first
done for each individual scale to confirm that only one factor emerged for each construct.
The analysis was also done for the credibility construct and its antecedents (i.e.
Trustworthiness, Similarity, and Expertise) together and separate for the remaining
variables. Each item loaded on its appropriate construct and there were no significant
cross-loadings except for the items used to measure credibility. These items showed some
evidence of crossloading; an issue that will be further addressed in the main study.
In addition, a confirmatory factor analysis was conducted using AMOS 21. Based
on an initial assessment of the results, two error terms within the ‘Intentions to Post/Share
Positive Information’ construct were allowed to correlate as an examination of the
modification indices signified that this change would improve the model fit. Furthermore,
the correlation of the second and third items from this scale was allowed because of the
similarity of the questions. Both asked respondents to indicate the extent to which they
would recommend a particular online furniture retailer to Facebook friends.
For the final analysis, the fit indices and χ2 indicate an acceptable model fit (χ2 =
1180.49; df= 635; p<0.0001; IFI= 0.925; TLI= 0.911; CFI= 0.923; RMSEA= 0.065).
Validity of the constructs was assessed based on Fornell and Larcker’s (1981) method.
As such, in order to evaluate convergent validity the average variance extracted (AVE)
was calculated for each construct. All AVE’s were above 0.5 and evidence of convergent
validity was found. Table 4.3 below includes the squared multiple correlations (SMC’s),
AVE’s for the constructs, factor loadings and t-values.
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Table 4.3

Factor Loadings, SMC’s and AVE’s
Factor
Loadings

Construct and Scale Items

t-values

Squared
Multiple
Correlations

Average
Variance
Extracted
0.8435

Source Credibility
Thinking about the friend or family member from which
you got information on Facebook, please respond to the
following:
1. This friend or family member gives credible
information.
2. I believe this friend or family member is a credible
source.

0.925

23.208

0.831

0.912

*

0.856
0.868

Trustworthiness
Thinking about the friend or family member from which
you got information on Facebook, please respond to the
following:
1. I trust this friend or family member.
2. This friend or family member makes truthful claims.
3. This friend or family member is honest.
Expertise2
In regards to purchasing furniture, I think that my friend
or family member is:
1. Inexperienced: Experienced
2. Not knowledgeable: Knowledgeable
3. Unskilled: Skilled

0.928
0.949
0.917

*
26.762
23.705

0.861
0.901
0.842
0.725

0.842
0.923
0.783

13.101
14.031
*

0.710
0.852
0.614
0.684

Similarity
Still thinking about the friend or family member from
which you got information on Facebook, please respond
to the following:
1. I can identify with this friend or family member.

0.809

13.494

0.655

2. I feel a personal connection to this friend or family
member.

0.835

14.108

0.697

3. This friend or family member provides information
that suits me well.

0.837

*

0.700
0.766

Information Usefulness
While thinking about the information you got from your
friend or family member on Facebook, please answer the
following questions.
1. My friend or family member provided me with useful
information.

0.853

18.712

0.727

2. Information provided by my friend or family member
was accurate.

0.864

19.319

0.746

3. Information provided by my friend or family member
was relevant to my purchase decision.

0.932

18.566

0.722
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Table 4.3 (continued)
Construct and Scale Items

Factor
Loadings

t-values

0.932

*

4. Information provided by my friend or family member
was helpful.
Attitude Toward the Source2
I believe this friend or family member is:
1. Unfriendly: Friendly
2. Unlikeable: Likeable
3. Cold: Warm

Squared
Multiple
Correlations

Average
Variance
Extracted

0.869
0.719

0.898
0.766
0.874

*
13.442
16.463

0.808
0.587
0.763
0.778

Need for Sensory Shopping Characteristics
While thinking about your general furniture shopping
preferences, please answer the following questions.
1. I place more trust in products that can be touched
before purchase.

0.858

*

0.736

2. I feel more comfortable purchasing a product after
physically examining it.

0.910

16.796

0.828

3. I feel more confident making a purchase after
touching a product.

0.878

16.144

0.770
0.671

Repatronage Intentions
While thinking about the online retailer you purchased
furniture from, please answer the following questions.
1. In the future, I intend to use this online retailer for
furniture purchases.

0.821

*

0.674

2. If I was in the market for furniture, I would use this
online retailer again.

0.833

13.190

0.694

3. In the near future, I will use this online retailer as my
furniture provider.

0.802

12.611

0.644
0.681

Cognitive Dissonance
While thinking about the online furniture purchase you
identified at the beginning of this survey, please answer
the following questions. After I bought my furniture…
1. I felt uneasy.
2. I felt uncertain about my purchase.
3. I felt anxious about my purchase.

0.783
0.931
0.750

12.860
*
12.196

0.614
0.867
0.562
0.679

Intentions to Post/Share Positive Messages
While thinking about the online retailer you purchased
furniture from, please answer the following questions.

.

1. I intend to spread positive word of mouth about this
online retailer on Facebook (or other social network).

0.768

*

0.590

2. I would recommend this online retailer for furniture to
my Facebook (or other social network) friends.

0.904

13.532

0.817
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Table 4.3 (continued)
Construct and Scale Items

Factor
Loadings

t-values

Squared
Multiple
Correlations

Intentions to Post/Share Positive Messages

Average
Variance
Extracted
0.679

3. If my Facebook (or other social network) friends were
looking to purchase furniture, I would tell them to try
this online retailer.
4. I would share information about the online retailer on
Facebook (or other social network).

0.847

12.739

0.717

0.769

14.641

0.591

Attitude Toward the Brand2

0.767

While thinking about the company from which you
made your recent online furniture purchase, please
answer the following questions. My overall impression
of the furniture retailer is:
1. Bad: Good
2. Unfavorable: Favorable
3. Unsatisfactory: Satisfactory
4. Negative: Positive
5. Dislike: Like

0.876
0.877
0.845
0.889
0.892

18.376
18.409
17.024
18.987
*

0.768
0.769
0.715
0.790
0.795
0.662

Retailer Familiarity
While thinking about the online retailer you purchased
furniture from, please answer the following questions.
1. Compared to others, I know a lot about this online
retailer.
2. I am knowledgeable about this online retailer.
3. I consider myself very experienced with this online
retailer.

0.722

*

0.521

0.909

12.79

0.827

0.799

10.792

0.638

n= 207
1-

Scale ranges from 1 to 7, anchored strongly disagree
and strongly disagree
2-

Semantic differential scale
*- This item was used as a reference variable

Because the square of the correlations between each construct is lower than the
AVE for each construct, discriminant validity has been further established (Fornell and
Larcker 1981) for all construct with the exception of Trustworthiness and Credibility.
The correlation between these constructs is higher than the AVE for either of them. The
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scale for the Credibility construct was modified for the main study in order to address this
issue. Specifically, a third, semantic differential, scale item was added to measure
credibility.
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CHAPTER V
MAIN STUDY
In order to empirically test the proposed relationships in the model (Figure 3.1),
three different samples were collected: (1) consumers who gained information through
friends and family members on Facebook, (2) consumers who gained information
through a furniture retailer on Facebook and (3) consumers who gained information
through some other individual on Facebook that they do not know personally (ex. A
blogger, a friend-of-a-friend, or a celebrity). By doing this, some comparisons can be
made across groups. Based on the fact that the nature of the relationships would differ for
each group, it is expected that some relationships will be stronger than others. For
instance, because consumers have close personal relationships with friends and family
members but less so with retailers, the hypothesized relationships may be stronger for the
friends and family sample than for the sample of consumers who obtained information
from retailers. Additionally, three samples were employed for the main study because the
use of several samples allows for the assessment of the generalizability of the conceptual
model.
Data collection for the main study was conducted in a similar manner to the
pretest, using Amazon.com’s Mechanical Turk (MTurk). MTurk has become a popular
source from which social scientists can gain demographically diverse samples from a
large pool of participants. The site offers the convenience of collecting data quickly
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without sacrificing reliability when compared to traditional methods of data collection
(Buhrmester, Kwang, and Gosling 2011).
For this research, only adults with IP addresses with the United States were
eligible to participate. As with the pretest, respondents were again compensated with 51
cents toward their Amazon.com account. Three separate samples were collected
simultaneously for each source of information (friend/family, retailer, or other relevant
individual).
Based on Anderson and Gerbing’s (1988) two-step approach, the results of the
estimated measurement model are first presented for each group. The results of the
structural model will follow as well as a discussion of these results.
Those Who Rely on Friends and Family
The survey was made available to the MTurk participant pool until an acceptable
number of responses were collected. The final sample of individuals who relied on the
opinions of friends and family members as a source of information (friends and family
sample) consisted of 203 respondents, with an average age range of 25-34 years, thirtyeight percent of which were male. The means and standard deviations for this sample are
shown in Table 5.1. Additionally, based on the criteria set forth by Fornell and Larcker
(1981), convergent and discriminant validity were assessed. The AVE’s and composite
reliabilities for each construct show evidence of convergent validity. All AVE’s are
above 0.5 and each construct’s composite reliability is about 0.7. Discriminant validity
was present for all constructs except “Similarity” as the square root of the AVE for this
construct is less than the shared variance with the other constructs in the model.
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A confirmatory factor analysis was done for the sample. Adequate model fit was
evident from the analysis (χ2/df= 1.89, χ2 = 1269.52, df = 672, p<.001; IFI = .918,
TFI=.913, CFI= .907, RMSEA = .066). The results for the CFA are shown in Table 5.2.
The structural model for this sample was also examined. The results indicate that
there is support for H1, H3, H5, H6, H7, H8, H9, H10 and H12. The remainder of the
hypotheses was not supported. In regards to source credibility, trustworthiness and
expertise were shown to have a positive relationship with credibility. Consumer attitude
toward the brand is positively related to repatronage intentions as well as consumers’
intentions to post and share positive brand related information on social media. In
contrast, cognitive dissonance is has a significant negative relationship with intentions to
post favorable brand related information on social media. The complete results for the
structural analysis are shown in Table 5.3.
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Table 5.1

Means and Standard Deviations for Friends and Family Sample

Constructs and
Scale Items

Item Means1

Source Credibility

6.580

1.156

0.924

0.930

Trustworthiness

6.110

0.937

0.913

0.921

Expertise

4.953

1.301

0.849

0.831

Similarity

5.763

1.090

0.840

0.838

Information

5.552

1.170

0.936

0.937

6.200

1.123

0.881

0.898

4.877

1.415

0.895

0.899

5.297

1.249

0.886

0.894

2.870

1.612

0.855

0.862

5.135

1.339

0.904

0.898

6.102

1.024

0.950

0.952

Brand Familiarity

5.070

1.261

0.908

**

Attribution

3.825

1.730

0.744*

**

Standard
Deviations

α

Composite
Reliability

Usefulness
Attitude towards
the Source
Need for Sensory
Shopping
Characteristics
Repatronage
Intentions
Cognitive
Dissonance
Intentions to
Post/Share Positive
Messages
Attitude Toward
the Brand

n=203
mean age= 25-34 years
38% male
*- Correlation reported instead of α
**- Not included in the model
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Table 5.2

CFA Results for Friends and Family Sample
Construct and Scale Items

Factor
Loadings

t-values

SMCs

0.808
0.945

16.965
***

0.653
0.893

0.949

26.537

0.901

0.852
0.915
0.907

17.362
20.262
***

0.726
0.838
0.823

0.734
0.843
0.785

***
12.733
9.025

0.539
0.711
0.616

0.764
0.766
0.854

***
11.035
12.398

0.584
0.587
0.729

Source Credibility
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. This friend or family member gives credible information.
2. I believe this friend or family member is a credible source.
I believe this friend/family member from which I gained information is: 2
3. Credible: Not Credible
Trustworthiness
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I trust this friend or family member.
2. This friend or family member makes truthful claims.
3. This friend or family member is honest.
Expertise2
In regards to purchasing furniture, I think that my friend or family
member is:
1. Inexperienced: Experienced
2. Not knowledgeable: Knowledgeable
3. Unskilled: Skilled
Similarity
Still thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I can identify with this friend or family member.
2. I feel a personal connection to this friend or family member.
3. This friend or family member provides information that suits me well.
Information Usefulness
While thinking about the information you got from your friend or family
member on Facebook, please answer the following questions.
1. My friend or family member provided me with useful information.

0.885

***

0.783

2. Information provided by my friend or family member was accurate.

0.877

17.806

0.769

3. Information provided by my friend or family member was relevant to
my purchase decision.
4. Information provided by my friend or family member was helpful.

0.872
0.914

17.584
19.427

0.760
0.835
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Table 5.2 (continued)
Factor
Loadings

Construct and Scale Items

tvalues

SMCs

Attitude Toward the Source2
I believe this friend or family member is:
1. Unfriendly: Friendly
2. Unlikeable: Likeable
3. Cold: Warm

0.830
0.900
0.861

14.482
16.006
***

0.830
0.900
0.861

0.830
0.981
0.774

13.184
14.207
***

0.830
0.981
0.774

0.913
0.945
0.702

12.322
12.620
***

0.913
0.945
0.703

0.760
0.926
0.774

12.259
***
12.534

0.577
0.857
0.599

0.755

13.488

0.570

0.925

13.854

0.856

0.870

13.053

0.757

0.758

***

0.856

Need for Sensory Shopping Characteristics
While thinking about your general furniture shopping preferences, please
answer the following questions.
1. I place more trust in products that can be touched before purchase.
2. I feel more comfortable purchasing a product after physically examining it.
3. I feel more confident making a purchase after touching a product.
Repatronage Intentions
While thinking about the online retailer you purchased furniture from, please
answer the following questions.
1. In the future, I intend to use this online retailer for furniture purchases.
2. If I was in the market for furniture, I would use this online retailer again.
3. In the near future, I will use this online retailer as my furniture provider.
Cognitive Dissonance
While thinking about the online furniture purchase you identified at the
beginning of this survey, please answer the following questions. After I
bought my furniture…
1. I felt uneasy.
2. I felt uncertain about my purchase.
3. I felt anxious about my purchase.
Intentions to Post/Share Positive Messages
While thinking about the online retailer you purchased furniture from, please
answer the following questions.
1. I intend to spread positive word of mouth about this online retailer on
Facebook (or other social network).
2. I would recommend this online retailer for furniture to my Facebook (or
other social network) friends.
3. If my Facebook (or other social network) friends were looking to purchase
furniture, I would tell them to try this online retailer.
4. I would share information about the online retailer on Facebook (or other
social network).
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Table 5.2 (continued)
Construct and Scale Items

Factor Loadings

t-values

SMCs

0.925
0.887
0.883
0.856
0.913

***
20.614
20.366
18.790
22.404

0.856
0.787
0.780
0.733
0.833

0.883
0.905
0.838

15.444
15.862
***

0.780
0.819
0.702

Attitude Toward the Brand2
While thinking about the company from which you made your recent
online furniture purchase, please answer the following questions. My
overall impression of the furniture retailer is:
1. Bad: Good
2. Unfavorable: Favorable
3. Unsatisfactory: Satisfactory
4. Negative: Positive
5. Dislike: Like
Retailer Familiarity
While thinking about the online retailer you purchased furniture from,
please answer the following questions.
1. Compared to others, I know a lot about this online retailer.
2. I am knowledgeable about this online retailer.
3. I consider myself very experienced with this online retailer.

n=203
***- Relationship constrained to 1.00 for the purposes
of identification
2 Semantic differential scale
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Table 5.3

Structural Model Results for Friends and Family Sample
Hypothesized Relationship

Standardized
Estimate

t-value

Hypothesis
Supported?

H1: Trustworthiness -----> Source Credibility
H2: Expertise -----> Source Credibility
H3: Similarity -----> Source Credibility
H4: Information Usefulness -----> Attitude Towards
the Source
H5: Source Credibility -----> Attitude Toward the
Source
H6: Attitude Toward the Source -----> Attitude
Toward the Brand
H7: Attitude Toward the Brand -----> Repatronage
Intentions
H8: Attitude Toward the Brand -----> Intentions to
Post/Share
H9: Attitude Toward the Source -----> Cognitive
Dissonance
H10: Cognitive Dissonance -----> Repatronage
Intentions
H11: Cognitive Dissonance -----> Intentions to
Post/Share
H12: Need for Sensory Shopping Characteristics ----> Cognitive Dissonance
H13: Source Credibility -----> Need for Sensory
Shopping Characteristics

0.426
0.047
0.516

4.742
0.718
4.725

Yes
No
Yes

0.031

0.352

No

0.562

5.903

Yes

0.455

6.380

Yes

0.356

5.540

Yes

0.441

6.730

Yes

-0.378

-5.022

Yes

-0.199

-3.256

Yes

-0.105

-1.700

No

0.195

2.724

Yes

0.064

0.847

No

Overall Fit Statistics

χ2/df= 1.89, χ2=1269.52, df = 672, p<.001; IFI = .918, TFI=.913, CFI= .907,
RMSEA = .066
n=203
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Those Who Rely on Retailers
The sample of participants who relied on the opinions of brands/retailers on
Facebook (retailer sample) was comprised of 202 individuals. The average age range for
the sample is 25-34 years and the sample was 45% male. The standard deviations and
means for the retailer sample are shown in Table 5.4. Validity was also assessed to this
sample. The AVE’s and composite reliabilities showed evidence of convergent validity.
Like with the friends and family sample, discriminant validity was evident for all
constructs except similarity as the square root of the AVE was less than the shared
variance with other constructs.
As was done with the friends and family sample, a confirmatory factor analysis
was done for the retailer sample. From the analysis, it is evident that the data shows
adequate model fit (χ2/df= 1.78, χ2 = 1193.302, df = 672, p<.001; IFI = .927, TFI=.914,
CFI= .926, RMSEA = .062). The results of the CFA for this sample are shown in Table
5.5.
The structural model for the retailer sample was assessed with the use of AMOS
21 software. The measurement model showed that H1, H2, H5, H6, H7, H8, H9, H12 and
H13 were supported. The other hypotheses were not supported. More specifically, the
results indicate that trustworthiness and expertise have a positive relationship with source
credibility. The perceived credibility of the source is shown to positively influence
consumers’ attitudes towards the source. Moreover, a favorable attitude toward the
source of information has a significant negative impact on cognitive dissonance. A
comprehensive list of results for the structural analysis is included in Table 5.6.

64

Table 5.4

Means and Standard Deviations for Retailer Sample

Constructs and Scale
Items

Item
Means1

Standard
Deviations

α

Composite
Reliability

Source Credibility

6.493

1.034

0.898

0.904

Trustworthiness

5.903

1.056

0.936

0.938

Expertise

5.877

1.282

0.898

0.902

Similarity

4.707

1.370

0.845

0.848

Information

5.835

1.156

0.919

0.918

5.887

1.214

0.898

0.899

5.107

1.523

0.934

0.934

5.487

1.228

0.866

0.876

Cognitive Dissonance

2.703

1.663

0.892

0.881

Intentions to

5.090

1.495

0.898

0.891

6.076

1.056

0.945

0.945

Brand Familiarity

6.076

1.056

0.904

**

Attribution

5.282

1.427

0.779*

**

Usefulness
Attitude towards the
Source
Need for Sensory
Shopping
Characteristics
Repatronage
Intentions

Post/Share Positive
Messages
Attitude Toward the
Brand

n=202
mean age= 25-34 years
45% male
*- Correlation reported instead of α
**-Not included in model

65

Table 5.5

CFA Results for Retailer Sample
Construct and Scale Items

Factor Loadings

t-values

SMCs

0.790
0.923

15.158
***

0.625
0.851

0.896

19.788

0.802

0.893
0.913
0.934

21.187
22.591
***

0.798
0.834
0.873

0.840
0.937
0.824

***
15.459
8.960

0.706
0.878
0.679

0.850
0.820
0.748

***
12.320
11.230

0.722
0.673
0.559

Source Credibility
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. This friend or family member gives credible information.
2. I believe this friend or family member is a credible source.
I believe this friend/family member from which I gained information is: 2
3. Credible: Not Credible
Trustworthiness
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I trust this friend or family member.
2. This friend or family member makes truthful claims.
3. This friend or family member is honest.
Expertise2
In regards to purchasing furniture, I think that my friend or family member
is:
1. Inexperienced: Experienced
2. Not knowledgeable: Knowledgeable
3. Unskilled: Skilled
Similarity
Still thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I can identify with this friend or family member.
2. I feel a personal connection to this friend or family member.
3. This friend or family member provides information that suits me well.
Information Usefulness
While thinking about the information you got from your friend or family
member on Facebook, please answer the following questions.
1. My friend or family member provided me with useful information.

0.853

***

0.727

2. Information provided by my friend or family member was accurate.

0.889

16.670

0.791

3. Information provided by my friend or family member was relevant to my
purchase decision.
4. Information provided by my friend or family member was helpful.

0.843
0.846

15.199
15.297

0.711
0.716
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Table 5.5 (continued)
Construct and Scale Items

Factor Loadings

t-values

SMCs

0.830
0.891
0.855

14.927
16.006
***

0.719

0.903
0.939

18.696
19.945

0.884

***

0.882
0.781

0.888
0.885
0.733

12.395
12.357
***

0.789
0.783
0.537

0.730
0.954
0.835

12.500
***
15.263

0.533
0.910
0.697

0.784

15..694

0.615

0.914

13.000

0.835

0.814

11.802

0.662

0.759

***

0.576

Attitude Toward the Source2
I believe this friend or family member is:
1. Unfriendly: Friendly
2. Unlikeable: Likeable
3. Cold: Warm

0.794
0.730

Need for Sensory Shopping Characteristics
While thinking about your general furniture shopping preferences, please
answer the following questions.
1. I place more trust in products that can be touched before purchase.
2. I feel more comfortable purchasing a product after physically examining
it.
3. I feel more confident making a purchase after touching a product.

0.815

Repatronage Intentions
While thinking about the online retailer you purchased furniture from,
please answer the following questions.
1. In the future, I intend to use this online retailer for furniture purchases.
2. If I was in the market for furniture, I would use this online retailer again.
3. In the near future, I will use this online retailer as my furniture provider.
Cognitive Dissonance
While thinking about the online furniture purchase you identified at the
beginning of this survey, please answer the following questions. After I
bought my furniture…
1. I felt uneasy.
2. I felt uncertain about my purchase.
3. I felt anxious about my purchase.
Intentions to Post/Share Positive Messages
While thinking about the online retailer you purchased furniture from,
please answer the following questions.
1. I intend to spread positive word of mouth about this online retailer on
Facebook (or other social network).
2. I would recommend this online retailer for furniture to my Facebook (or
other social network) friends.
3. If my Facebook (or other social network) friends were looking to
purchase furniture, I would tell them to try this online retailer.
4. I would share information about the online retailer on Facebook (or other
social network).
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Table 5.5 (continued)
Construct and Scale Items

Factor
Loadings

tvalues

0.880
0.902
0.878
0.895
0.848

***
18.887
17.786
18.540
16.566

0.775
0.814
0.770
0.801
0.719

0.889
0.884
0.863

16.399
16.280
***

0.790
0.781
0.744

SMCs

Attitude Toward the Brand2
While thinking about the company from which you made your recent
online furniture purchase, please answer the following questions. My
overall impression of the furniture retailer is:
1. Bad: Good
2. Unfavorable: Favorable
3. Unsatisfactory: Satisfactory
4. Negative: Positive
5. Dislike: Like
Retailer Familiarity
While thinking about the online retailer you purchased furniture from,
please answer the following questions.
1. Compared to others, I know a lot about this online retailer.
2. I am knowledgeable about this online retailer.
3. I consider myself very experienced with this online retailer.

n=202
***- Relationship constrained to 1.00 for the purposes
of identification
2 Semantic differential scale
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Table 5.6

Structural Model Results for Retailer Sample
Hypothesized Relationship

Standardized
Estimate

t-value

Hypothesis
Supported?

H1: Trustworthiness -----> Source Credibility
H2: Expertise -----> Source Credibility
H3: Similarity -----> Source Credibility
H4: Information Usefulness -----> Attitude Towards
the Source
H5: Source Credibility -----> Attitude Toward the
Source
H6: Attitude Toward the Source -----> Attitude
Toward the Brand
H7: Attitude Toward the Brand -----> Repatronage
Intentions
H8: Attitude Toward the Brand -----> Intentions to
Post/Share
H9: Attitude Toward the Source -----> Cognitive
Dissonance
H10: Cognitive Dissonance -----> Repatronage
Intentions
H11: Cognitive Dissonance -----> Intentions to
Post/Share
H12: Need for Sensory Shopping Characteristics ----> Cognitive Dissonance
H13: Source Credibility -----> Need for Sensory
Shopping Characteristics

0.757
0.184
-0.035

10.794
3.417
-0.603

Yes
Yes
No

0.134

1.278

No

0.631

5.258

Yes

0.659

9.711

Yes

0.304

4.583

Yes

0.328

4.180

Yes

-0.303

-3.950

Yes

-0.072

-1.288

No

0.009

0.131

No

0.260

3.63

Yes

0.131

1.471

No

Overall Fit Statistics

χ2/df= 1.78, χ2=1193.302, df = 672, p<.001; IFI = .927, TFI=.914, CFI= .926,
RMSEA = .062
n=202
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Those Who Rely on Others
The sample of individuals who looked to individuals on Facebook who they do
not know (other sample) consisted of 213 respondents, 38 % of whom are male. The age
range for the sample is 25-34 years old. The means and standard deviations for this
sample are shown in Table 5.7. Discriminant and convergent validity were evaluated for
this sample as well. The AVE’s for each construct is greater than 0.5 and the square root
of the AVE’s for each construct was greater than the shared variance for each. Therefore
there is evidence of discriminant and convergent validity.
Additionally, the CFA done for this sample shows adequate model fit (χ2/df=
1.67, χ2 = 1122.376, df = 672, p<.001; IFI = .938, TFI=.926, CFI= .937, RMSEA = .056).
Detailed CFA results are provided in Table 5.8.
The structural model for this sample was evaluated using AMOS 21 software. The
model indicates support for the following hypotheses: H1, H2, H3, H5, H6, H7, H8, H9,
H10, H12 and H13. H4 and H11 were not supported. The results show that for this
sample, trustworthiness, expertise and similarity are antecedents that positively impact
source credibility. Additionally, attitude toward the source of information is shown to
have a significant negative relationship with cognitive dissonance. Cognitive dissonance
is also shown to have a negative relationship with consumers’ repatronage intentions.
More detailed results for the structural model are shown in Table 5.9.
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Table 5.7

Means and Standard Deviations for Other Sample

Constructs and
Scale Items
Source Credibility

Item
Means1

Standard
Deviations

α

Composite
Reliability

6.06

1.187

0.914

0.921

Trustworthiness

5.127

1.183

0.927

0.930

Expertise

4.760

1.324

0.846

0.879

Similarity

4.900

1.278

0.809

0.832

Information

5.462

1.108

0.900

0.901

5.627

1.186

0.875

0.883

4.987

1.532

0.897

0.900

5.243

1.244

0.870

0.881

2.900

1.657

0.810

0.816

5.117

1.350

0.890

0.891

6.012

1.068

0.970

0.970

Brand Familiarity

4.850

1.332

0.884

**

Attribution

4.095

1.659

0.692*

**

Usefulness
Attitude towards the
Source
Need for Sensory
Shopping
Characteristics
Repatronage
Intentions
Cognitive
Dissonance
Intentions to
Post/Share Positive
Messages
Attitude Toward the
Brand

n=213
mean age= 25-34 years
38% male
*- Correlation reported instead of α
**-Not included in model
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Table 5.8

CFA Results for Other Sample
Factor
Loadings

Construct and Scale Items

tvalues

SMCs

0.786
0.942

16.186
***

0.884
0.618

0.940

25.629

0.887

0.872
0.917
0.920

19.489
22.057
***

0.847
0.840
0.760

0.856
0.925
0.73 4

***
12.587
9.793

0.732
0.856
0.539

0.895
0.707
0.730

***
11.514
12.037

0.800
0.500
0.534

Source Credibility
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. This friend or family member gives credible information.
2. I believe this friend or family member is a credible source.
I believe this friend/family member from which I gained information is: 2
3. Credible: Not Credible
Trustworthiness
Thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I trust this friend or family member.
2. This friend or family member makes truthful claims.
3. This friend or family member is honest.
Expertise2
In regards to purchasing furniture, I think that my friend or family member
is:
1. Inexperienced: Experienced
2. Not knowledgeable: Knowledgeable
3. Unskilled: Skilled
Similarity
Still thinking about the friend or family member from which you got
information on Facebook, please respond to the following:
1. I can identify with this friend or family member.
2. I feel a personal connection to this friend or family member.
3. This friend or family member provides information that suits me well.
Information Usefulness
While thinking about the information you got from your friend or family
member on Facebook, please answer the following questions.
1. My friend or family member provided me with useful information.

0.848

***

0.719

2. Information provided by my friend or family member was accurate.

0.803

14.001

0.644

3. Information provided by my friend or family member was relevant to my
purchase decision.
4. Information provided by my friend or family member was helpful.

0.825
0.856

14.613
15.488

0.681
0.734

72

Table 5.8 (continued)
Construct and Scale Items

Factor
Loadings

t-values

0.892
0.904
0.735

12.771
12.880
***

0.818
0..541

0.841
0.931
0.822

14.379
15.563
***

0.708
0.867
0.676

0.878
0.896
0.750

12.926
13.116
***

0.772
0.802
0.772

0.714
0.879
0.717

9.896
***
9.931

0.510
0.773
0.515

0.752

13.156

0.565

0.923

13.779

0.852

0.842

12.658

0.709

0.753

***

0.567

SMCs

Attitude Toward the Source2
I believe this friend or family member is:
1. Unfriendly: Friendly
2. Unlikeable: Likeable
3. Cold: Warm

0.795

Need for Sensory Shopping Characteristics
While thinking about your general furniture shopping preferences, please
answer the following questions.
1. I place more trust in products that can be touched before purchase.
2. I feel more comfortable purchasing a product after physically examining it.
3. I feel more confident making a purchase after touching a product.
Repatronage Intentions
While thinking about the online retailer you purchased furniture from, please
answer the following questions.
1. In the future, I intend to use this online retailer for furniture purchases.
2. If I was in the market for furniture, I would use this online retailer again.
3. In the near future, I will use this online retailer as my furniture provider.

Cognitive Dissonance
While thinking about the online furniture purchase you identified at the
beginning of this survey, please answer the following questions. After I
bought my furniture…
1. I felt uneasy.
2. I felt uncertain about my purchase.
3. I felt anxious about my purchase.
Intentions to Post/Share Positive Messages
While thinking about the online retailer you purchased furniture from, please
answer the following questions.
1. I intend to spread positive word of mouth about this online retailer on
Facebook (or other social network).
2. I would recommend this online retailer for furniture to my Facebook (or
other social network) friends.
3. If my Facebook (or other social network) friends were looking to purchase
furniture, I would tell them to try this online retailer.
4. I would share information about the online retailer on Facebook (or other
social network).
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Table 5.8 (continued)
Construct and Scale Items

Factor
Loadings

t-values

SMCs

0.942
0.933
0.921
0.934
0.923

***
27.035
26.725
25.725
27.143

0.888
0.870
0.848
0.872
0.853

0.822
0.867
0.862

14.093
14.949
***

0.675
0.752
0.743

Attitude Toward the Brand2
While thinking about the company from which you made your recent online
furniture purchase, please answer the following questions. My overall
impression of the furniture retailer is:
1. Bad: Good
2. Unfavorable: Favorable
3. Unsatisfactory: Satisfactory
4. Negative: Positive
5. Dislike: Like
Retailer Familiarity
While thinking about the online retailer you purchased furniture from, please
answer the following questions.
1. Compared to others, I know a lot about this online retailer.
2. I am knowledgeable about this online retailer.
3. I consider myself very experienced with this online retailer.

n=213
***- Relationship constrained to 1.00 for the purposes of
identification
2 Semantic differential scale
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Table 5.9

Structural Model Results for Other Sample
Hypothesized Relationship

Standardized
Estimate

t-value

Hypothesis
Supported?

H1: Trustworthiness -----> Source Credibility
H2: Expertise -----> Source Credibility
H3: Similarity -----> Source Credibility
H4: Information Usefulness -----> Attitude Towards
the Source
H5: Source Credibility -----> Attitude Toward the
Source
H6: Attitude Toward the Source -----> Attitude
Toward the Brand
H7: Attitude Toward the Brand -----> Repatronage
Intentions
H8: Attitude Toward the Brand -----> Intentions to
Post/Share
H9: Attitude Toward the Source -----> Cognitive
Dissonance
H10: Cognitive Dissonance -----> Repatronage
Intentions
H11: Cognitive Dissonance -----> Intentions to
Post/Share
H12: Need for Sensory Shopping Characteristics ----> Cognitive Dissonance
H13: Source Credibility -----> Need for Sensory
Shopping Characteristics

0.518
0.382
0.204

5.321
5.421
2.130

Yes
Yes
Yes

-0.006

-0.058

No

0.708

5.973

Yes

0.315

4.404

Yes

0.411

6.253

Yes

0.593

8.926

Yes

-0.170

-2.153

Yes

-0.127

-2.014

Yes

-0.018

-0.313

No

0.188

2.405

Yes

0.158

2.067

Yes

Overall Fit Statistics

χ2/df= 1.67, χ2=1122.376, df = 672, p<.001; IFI = .938, TFI=.926, CFI= .937,
RMSEA = .056
n=213
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CHAPTER VI
DISCUSSION
The findings of the main study indicate some differences as well as similarities
across the three samples. Trustworthiness is shown to have a positive relationship with
source credibility for each of the three samples. Moreover, trustworthiness is the
strongest antecedent to source credibility for the friends and family sample as well as the
sample of those who relied on retailers. For those who relied on others, expertise is the
strongest antecedent. This may be because consumers are more interested in assessing the
credibility of those they do not know personally (ex. blogger or celebrity) based on the
source’s level of expertise.
Furthermore, for those who relied on friends and family, expertise is not shown to
have a significant relationship with source credibility, while there was a significant
positive relationship between these two constructs for those who relied on retailers and
for those who relied on someone they did not know personally. This may mean that while
consumers believe their friends and family members to be credible sources of information
they do not see expertise as important or as a requisite for this credibility. Also, similarity
is not shown to be significantly related to credibility for those who relied on retailers for
information. However, similarity was shown to be significantly positively related to
credibility for both the sample of those who relied on others and those who relied on
friends and family members for information.
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Attitude toward the source of information has a significant negative relationship
with cognitive dissonance for all three samples. This indicates that a positive attitude
toward the source of information will lessen the occurrence of buyers’ remorse. The
relationship between attitude toward the source and cognitive dissonance was strongest
for the friends and family sample. Additionally, for both the sample of those who relied
on others and the friends and family sample, cognitive dissonance is shown to have a
significantly negative relationship with repatronage intentions. This indicates that for
these two samples, increased cognitive dissonance will deter consumers from shopping
with the retailer in the future.
Managerial Implications
For the main study, the model was tested across three different samples in order to
assess the impact of source credibility for different sources within social media. The
results indicate that for individuals that gain information from retailers or others they do
not know on social media, trustworthiness and expertise are related to consumer’s
perceived credibility of the source of information. However, for the sample of
participants that got information from friends and family similarity and trustworthiness
had a positive relationship with credibility but expertise did not. This may indicate that
when it comes to gaining information on social media, people are influenced by the
opinions of friends and family even if that friend or family member lacks expertise
related to a brand or product.
For the retailer sample, trustworthiness is the strongest antecedent to source
credibility. This finding reinforces how important it is for retailers to build trust with their
customers (Sirdeshmukh, Singh and Sabol, 2002). The findings for this sample also
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indicate that the greater the perceived source credibility, the more positive the attitude
toward the retailer will be and this positive attitude will reduce cognitive dissonance.
Thus, it is critical for retailers to foster positive attitudes among their customers.
Based on the findings of this research, furniture retailers may be able to develop
strategies that could positively influence consumer attitudes. For instance, furniture
retailers could employ social media promotional strategies aimed at building credibility
in the eyes of consumers. Also, because brand attitude is shown to have a positive
relationship with consumers’ intentions to positive brand-related information, firms
should find ways to exploit this. For example, a firm may use its social media page to
encourage consumers to post what they love about the brand or find innovative ways to
foster a social media brand community.
The results for each of the three samples show a positive relationship between
consumers’ need for sensory shopping characteristics and cognitive dissonance. This
indicates that consumers with a greater need to touch and feel a product before
purchasing are more likely to experience post-purchase dissonance in an online shopping
environment. This is especially important as many retailers continue to expand their
online product offerings. Retailers must be intentional and innovative in finding ways to
reduce dissonance for consumers with a need for sensory shopping characteristics.
Strategies could include posting images of products from several angles, offering detailed
product videos and vivid product descriptions to give customers a truer “feel” of products
while shopping online.
For both the sample of consumers who relied on friends and family on social
media and the sample that relied on others, the results indicate that reduced cognitive
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dissonance leads to increased repatronage intentions. This illustrates the importance of
consumer’s feelings after the purchase and how essential it is that firms develop
strategies to satisfy each customer and reduce cognitive dissonance. Moreover, the results
from all three samples show a significant negative relationship between consumers’
attitude toward the source of information and cognitive dissonance. These findings show
evidence that buyer’s remorse is less likely in cases where the customer has a favorable
attitude toward the source of information. In addition, retailers should develop strategies
to increase their perceived trustworthiness as sources of information in order to increase
customers’ positive attitudes toward the brand.
Theoretical Implications
This research strives to expand upon the existing scholarly discourse on the theory
of cognitive dissonance and through these findings. Furthermore, it is important that there
be continued investigation of how cognitive dissonance relates to various aspects of
consumer behavior in order to increase understanding of consumers’ post-purchase
experiences.
The exploration of the relationship between various information sources has
theoretical implications for marketing. Moreover, the findings add insight not only to the
literature on source credibility but also information search and the larger framework of
the consumer decision making process. The main study is unique in its attempt to discern
the impact of individual information sources within social media (i.e. friends and family
members, a firm, or some other individual that the consumer does not know personally).
Information sources within social media are especially relevant to today’s consumers and
their acquisition of information.
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Limitations and Future Research
There are a few limitations related to the survey instrument. For the survey,
existing scales were used to measure most constructs. However, a new scale was
developed to measure cognitive dissonance. While the scale was assessed during the pretest, the fact that this scale was not an existing one may have affected the insignificant
results shown in the analysis of the data. Therefore, in the future a new scale should be
developed and tested to measure cognitive dissonance.
Though this research focused only on consumers who sought information from
sources on social media, future research should expand upon this by exploring samples
that exist outside of this context. Furthermore, Facebook was the only social media
platform used as considered in this research. In the future, this research should examine
sources of information on other social media websites like Instagram and YouTube.
Also, future research could expand upon this area of study by using samples of
consumers who used sources of information other than their friends and family members,
a company or some other person on social media. For example, examining social media
influencers specifically, as a source of information would be interesting and beneficial to
expanding this area research. Assessing the relationships between the constructs using an
international sample may also reveal new insights.
In sum, the present research seeks to further the understanding of the topics of
source credibility and cognitive dissonance. The author attempts to offer some
explanations about their relationships with consumer information search via the sources
within social media in an effort to break down some of the complexity of consumer
information search and its relevance to the field of consumer behavior.
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Interview Guide
I would like to ask a few questions related to your recent furniture purchase.
1. What items did you purchase?

2. Where did you purchase?

3. Why did you choose to purchase this product?

4. What sources did you consult before making this purchase?
a. Which sources were the most helpful?
b. Which source did you believe to be the most credible?
c. Did social media influence your decision? How so?

5. Did you touch/see the product before buying? Was that option available to you?

6. What was the price range of the product purchase?
a. Did the price of the product influence your decision about having to
touch/see the product before purchasing?

7. How confident did you feel before making your purchase?
a. Have you purchased this type of product before?
b. Were you familiar with this brand before making this purchase?
8. Was the product new or used?

9. Do you have any regrets or apprehension about your purchase?
a. Have you second guessed your decision?
b. Would you make the same decision again? Why? Why not?
c. Would you recommend buying this product from this online retailer?
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INTERVIEW TRANSCRIPTIONS

Interview 1: Lenny
Pseudonym: Lenny
Age: 22
Gender: Male
I: What items did you purchase?
R: I recently purchased a couch online and I wasn’t sure initially if this was something I
should purchase online—if it was something you need to try out and see if you like it
because it is going to be a long term product. It was a challenge to decide if I wanted to
buy it online or not but the closet store I could find this [brand of couch] was in Atlanta
so I had the barrier of having to go all the way to Atlanta or just have it delivered to my
house for only $100. I took the chance and it worked out in my favor.
I: Where did you make the purchase?
R: Actually, macys.com. There are stores fairly close to here (where I live) but of course
this couch was not in the showroom close [to here].
I: Why did you choose purchase it online?
R: Because I was familiar with the brand already—I had previous experience with the
brand.
I: Previous experience with Macy’s or previous experience with the brand of the couch?
R: The brand of the couch
I: Which was what?
R: It’s called Chateau D’ax. That was the main reason I decided to buy it online—
because I already had previous experience with the brand.
I: Any other reasons you chose to purchase online?
R: There was a one day sale going on. They did a promotional campaign and the closest
store was in Atlanta.
I: What sources did you consult before you purchased the product? Did you ask anyone?
R: I looked at consumer reviews and they were actually mixed they weren’t really
helping me to decide if I should buy it or not. [Also], like I said previous experience with
the brand—my parents had bought the same couches for the past 20 years so therefore I
decided it might be a good purchase even though I didn’t actually touch the product. I
just assumed it would be the same quality—the quality I would expect from this brand.
I: Did you consult any other sources?
R: What I did was actually call customer service and ask for a sample—a fabric sample to
see how it would feel. It was a leather sample they send to you. You can see how the
couch will match your room—so that’s the only extra step I took in order to decide if I
wanted to buy the couch or not. [The fabric sample just lets you know the] color, not the
way it sits, which is more important.
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I: Which source did you think was most helpful?
R: I think the most helpful source was previous experience from my parents and people I
knew back home in the Netherlands—It’s a top selling brand over there and they all had
positive experiences with the couch brand.
I: Had you talked with these other people about this brand?
R: I’m familiar with the furniture and the mixed reviews online didn’t really help me
decide. People were saying they either loved it or they hated it and it was from different
aspects of the couch—the quality, things they didn’t like about it. Other than previous
experience, I would say anything else was that helpful-- besides the sale, that was the
determinant for whether or not to buy it.
I: The customer service call you made to get that sample—Did that help you make the
decision or do you think your would’ve purchased it either way?
R: It probably helped since it’s such a big purchase and, like I said it’s a long term
product so you need to see how in fit in with your house—in with your style. I think
seeing the sample and seeing how it fits in with your room would help in making a
purchase.
I: Which source do you think was the most credible?
R: When I called the customer service and they told me about the product, I felt like they
were not credible at all. It felt like they were just telling me it was great product—not
because they genuinely thought it was a great product. The source that I thought was
most credible were people [I knew] who would tell me if it wasn’t a good product or if it
was a good product.
I: Did you ask any of these people about their experiences with the product?
R: I had several friends and family members who had this brand of couches. I didn’t
specifically ask them but I did ask if they would recommend-- buy it again or would they
go with a different brand. They did give me insight about the price, the quality and
durability—overall good product.
I: Did social media influence your decision at all? For example, did you ask anyone on
Facebook?
R: The majority of my family and friends live overseas so [the communication] was
through social media. It could’ve gone either way—phone calls or social media but social
media was most convenient because of the seven hour time difference.
I: Was it Facebook?
R: Yes.
I: Did you use any other sites?
R: I also used the Italian version of the site just to see what other furniture they had and
just to look around
I: Italian version of Macy’s?
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R: The Italian version of Chateaux—the couch site. Just to see if there would be a price
difference—just for comparison.
I: So the website for Chateaux D’ax?
R: Yeah.
I: So you did not get to touch and see the product before purchasing?
R: No. I did not.
I: Was that option available to you?
R: The option was available but I decided not to because it was a five hour drive and
simply did not have the time to drive over there [just] to sit on it
I: What was the price range of the product?
R: It was between $1000 and $1500
I: Did the price influence your decision to want to touch and see the product? I know you
mentioned the sale. Did that influence your decision or would you have bought it online
regardless
R: I think I would’ve purchased it online regardless but because it was on sale, I bought it
that day. If I would have waited I could have gotten the chance to actually sit on it.
I: How confident did you feel before making your decision?
R: Fairly sure but the decision felt risky.
I: Have you purchased this type of product before?
R: No
I: Were you familiar with this brand before making the purchase?
R: Yes. I had friends and family that owned that brand of furniture.
I: Was the product new when you bought it?
R: New.
I: Do you have any regrets or apprehension about your purchase?
R: No but I’ve only owned it for a month
I: Have you second guessed your decision?
R: I started seeing other options between the time I ordered and the delivery time. I felt as
though I didn’t do enough research.
I: Would you make the same decision again?
R: Yes. It matched my expectations for price and quality. [What I knew from] my
previous experience matched what I received.
I: Would you recommend buying product from this retailer?
R: Yes because they had an easy ordering process.
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I: Was there anything that stood out to you about this purchase experience.
R: Yes. This was the first time I had to place an order over the phone for a product shown
on the website.

Interview 2: Allie
Pseudonym: Allie
Age: 24
Gender: Female
I: What items did you purchase?
R: I purchased a bed frame, sofa table and two dressers.
I: Why did you choose to purchase the products online?
R: I was living about 10 hours away and I needed something that was going to ship to
my house within the next week or and be in boxes and ready to be assembled so I ordered
it from Ikea and everything came dis assembled and in boxes to my parents’ house.
I: What sources did you consult before purchasing?
R: I had been to an Ikea. There’s an Ikea about an hour from my parents’ house so we
had gone about four months prior just to kind of look at things. I didn’t look for like a
specific table. I just wanted to kind of check everything out. So I actually went to the
store and one of my roommates had gotten a bed frame from there in college so I kind of
knew what to expect.
I: So you didn’t really ask your old roommate but you had some familiarity having seen
her products?
R: Yea. I had seen similar products before, not necessarily the ones I purchased. And it’s
so much easier at Ikea. Have you been to Ikea?
I: No—maybe once, but it was a very long time ago
R: Everything is set up in rows so it’s easier to see like ‘brown vs. black’ and they have
black-brown and they have all that. Online it’s a little bit harder to see if there is a
difference between black-brown and black but I kind of knew what to expect because I
had seen my roommate’s stuff.
I: Did you consult any other sources?—Look at any other retailers; ask anyone on
Facebook?
R: I looked at other retailers like Value City Furniture and other things but really I needed
it disassembled so Ikea was one of my only options.
I: Which source would you say was most helpful?
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R: In choosing the retailer, my roommate was probably the most influential just because
she had the first set of Ikea furniture I had seen but then what I decided to get, it was
definitely the store—the specific products, probably my trip to the store.
I: Which source do you think was most credible?
R: I would say definitely going to the store. It seemed like more of a credible source.
My roommate—her parents bought her the bed and it was a college apartment so it really
wasn’t – I don’t think she took a lot of time thinking about it. She just needed a light bed
frame.
I: Did social media influence your decision at all?
R: Whenever you go to Ikea’s website it tells you, like, “12 friends have liked this”, you
know, website from Facebook so I did look to see who the people were just because I was
interested because Ikea is not really everywhere so I wanted to see who.
I read reviews of some of the products online—like the 5-star reviews for the – there
were like 20 different black bed frames that were on the website and I didn’t know. They
were all relatively priced the same. I read some reviews and people were like “this is hard
to assemble or this is….” – so I kind of made my decisions for the specifics based on the
online reviews.
I: Did you post pictures of the furniture? Did you ask anyone’s opinion online about it?
R: I asked my sister—so like I Instagrammed or Snap Chatted some pictures but not like
on Facebook.
I: So you sent Instagram pictures to your sister?
R: I, like, tagged her in it. I did that when I went in to the store because they have, like,
“bedroom setups” so I took four pictures and asked her “Which one of these do you
like?”
I: When you posted this on Instagram, could other followers see?
R: Yeah. I tagged my sister because she wasn’t with my mom and me but other people,
like, ‘liked’ it. No one else really commented on it. I did, like, a PicStitich. Have you
seen those?—where it’s like the four [pictures].
I: Did you get to touch and see the product before buying?
R: I saw the products when I went to the store four months prior but I don’t know that I
necessarily saw the products that I bought. So I went to see if the bed frames that they
had were gonna be reasonable for me to put together. That’s kind of what I was looking
for—to see how they came in boxes and how broken down they were. So, I saw the
products but I didn’t necessarily physically touch them or know which product I was
gonna get at that point.
I: So you ended up getting similar products from the same brand.
R: Yes. In the store they might have one version of it set up but it will say on a little card,
“we have this in black, in a queen size, with an extra handle” or whatever. You have to
go to Ikea. It’s like a day [long] experience.
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I: What was the price range of what you bought?
R: So the bedframe was like $800 but it came with the two side tables for the bed. It was
between three and four thousand dollars for everything. Like, one of the dressers was
between $600 and $900.
I: So did the price of what you bought influence your decision to want to touch and see
the product before purchase?
R: I knew that since I was going be spending a lot of money on it I wanted to make sure it
was going to be what I wanted it to be. That’s why we went to the store a couple of
months ahead of time and I wanted to make sure it was going to come in boxes and be
what I needed. There were a lot of other brands with similar price points but they didn’t
have the feature of [the furniture] being disassembled.
I: How confident did you feel about making the purchase?
R: Online?
I: Yes
R: Online? I’m really comfortable doing it just because I order everything from Amazon.
I always get the extra insurance in case it comes broken or that sort of thing—but I’d say
I was very confident—but my mom was super skeptical about it even after I ordered it
online. She went to the store again to see exactly what I purchased because she was
nervous for me – which is ridiculous.
I: Have you purchased this type of product before/
R: Never anything to that extent. Never anything that big. Like, I’ve purchased—we
bought a TV online once—Like electronics and appliances but not furniture
I: Were you familiar with the brand before purchasing?
R: Yes. My mom had been there before to buy—not furniture but little sheets and home
accessories. We’d never purchased furniture until this point. But just my roommate and I
had looked at the site online before we went to see what they had. Ikea is relatively new
in Cincinnati
I: Was the product new when you purchased?
R: Yes.
I: Do you have any regrets about your purchase?
R: No. I would definitely—like if I was going to buy a sectional or something much
bigger… I was nervous about buying a couch because I didn’t know if it would be
comfortable so I pretty much bought like wood or something that was really hard to mess
up.
I: But of the things that you bought, you didn’t have any regrets or never had to second
guess your decision?
R: No.
I: If you had it to do over would you have made the same decision again?
100

R: Yes.
I: Why is that?
R: It arrived when it was supposed to. It came the way it was supposed to—all in boxes;
all the parts were in there; directions. So it was just really convenient. Like I said, I didn’t
really pay a lot of money for what I got but what I did get; it was quality for what I paid.
I: Would you recommend buying this product from this retailer?
R: Yes. Definitely. Especially if you’re moving far away and need something that’s
convenient and you don’t want to be hauling a huge bedframe up the steps.
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Interview 3: Robby
Pseudonym: Robby
Age: 41
Gender: Male
I: What items did you purchase?
R: A dining room table
I: Where did you make the purchase?
R: A store not far from my wife’s work—I’m trying to remember….It’s not far from my
wife’s work.
I: Why did you choose to purchase at that store?
R: We purchased at that store because my wife had a friend (coworker) whose husband
worked there and we were looking for a dining room table that would be tall enough for
the dining room chairs she (my wife) had purchased previously. Via the coworker
connection, we found out that they had a dining room table that was both tall enough to
fit with these heightened chairs and was kind of the glass top design that my wife really
wanted. So we found that out via this coworker connection.
I: Why did you choose to purchase at that store instead of purchasing online?
R: We found the table that they had talked about online but I guess it was largely based
on this feeling of loyalty to the fact that we wouldn’t have even known that it existed had
it not been for the husband of my wife’s coworker and we had and incentive – It was kind
of that ‘we know them’ incentive
I: So the furniture store was owned by you wife’s coworker’s husband?
R: He worked there and through conversation with the coworker, we found out about it,
looked it up online and found that table from that manufacturer from a different place.
But we wouldn’t have known about it and the difference in price was not that appreciable
that it was really dissuasive.
I: If there had been a wider, more significant price difference, would you have been
willing to purchase it online?
R: If it had been more than a hundred dollars, yeah—but it was about a $40 difference.
Also, with the in-store purchase your didn’t have to worry about shipping and things
getting damaged along the way and so on.
I: Which sources did you consult before making the purchase? This could include things
like looking at newspaper ads, television ads, [and] asking friends and coworkers.
R: Sort of all of the above. My wife’s coworker—I mean we wouldn’t have even have
known about it. My wife had been complaining about the fact that she’s found these
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wonderful chairs over the summer but she couldn’t find a table that was tall enough to
give you a nice distance (high enough for the table, with enough leg space while sitting).
Part of the problem was that she didn’t buy it as a set so finding a situation where we
could find a dining room table was difficult.
I: You said you used some other sources as well. Can you tell me more about those?
R: We did a Google search. My wife doesn’t believe in Google so we did Yahoo as well.
She prefers Yahoo for the interface. The coworker conversation—that’s how we found
out about it even existing. I used to work for Thomasville (furniture brand) so when this
was still an emerging thing I went to the Thomasville website first and looked through
that stuff and it had nothing like what we needed. Having worked on Thomasville, I had
some old catalogs that I had written but they didn’t have anything. I, in fact, even called
the Thomasville outlet store in North Carolina and they didn’t have anything like what
we wanted.
I: Did you consult any social media sources?
R: No. I don’t think we did; not really social media. We did go to—whatever the make
was, we did go their website after we had heard about it but I didn’t go to their Facebook
page and it was not a website that allowed for reviews. I would have checked for that.
I: Did you ask any of your Facebook friends or ask any family on Facebook.
R: No, we didn’t do that.
I: Did you look at Pinterest for any decorating ideas?
R: That may have been how my wife found the chairs that kind of started the problem but
I wasn’t involved with the purchase of the chairs. The tall chairs was something that she
had come across—It may have been Pinterest. She came across them somewhere online
and she did the pricing and stuff online. The chairs are beautiful but they are very tall so
that kind of created the problem.
I: Which source did you think was most helpful?
R: Definitely the coworker—just that coworker conversational connection
I: Why is that?
R: Because, we wouldn’t have known about it. My wife had done Yahoo searches with
the specifications (for the chair) and was coming up dry on it. You get page, after page,
after page and it’s not [about] the information quantity it’s about the ability to go through
the information and at a certain point—at about the fifth or sixth page of results you’re
going through. You just get tired of it.
I: Which source did you think was most credible? In regards to trustworthiness or
believability of the information?
R: The guy—the husband of the coworker. He was our salesperson. He helped me
measure the thing to make sure it was what we really needed. There was no hesitation
about—We never felt like anything was being hidden from us.
I: Did you feel any pressure to buy from him?
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R: No, not really. He made the joke that he’d have to give his wife the commission on
this one. I didn’t really feel any pressure to buy it was sort of just a coworker connection
kind of situation.
I: Did you take any pictures of the furniture or show any pictures to anyone before you
purchased?
R: My wife took a capture from the website and sent to me via email.
I: So she sent it by email?
R: Actually, it may have been messenger.
I: Facebook messenger?
R: No. The iPhone messenger. She may have [also] circulated it to her mom but I doubt
it.
I: Did you take or post any pictures of it after?
R: No.
I: Did you get to touch and see the product before buying?
R: Oh yeah. That was the whole [point]. We measured it and so on—the gloss on the
metal was a little different than my wife had initially expected from the pictures online
but it was close enough to what we needed.
I: What was the price range of the product you purchased?
R: $350
I: Did the price range of the product influence your decision to want to touch and see the
product before purchase?
R: No. It wasn’t really the price.
I: If it had been cheaper, would you have been willing to purchase it online without being
able to touch, see and feel it?
R: I guess probably the whole scenario—it wasn’t the price we were worried about, it
was more about the effort. If it had been half as much, we might have thought about it.
Really, the hard part was knowing that we’d have to get the table to the house; the
delivery. That place—one of the ways they keep their price down is by not offering
delivery so we had to take that into account.
I: So you were responsible for getting it to your home?
R: Yes. That was the probably the reason there was only a $40 price difference between
that one and the one online.
I: How confident did you feel before buying?
R: Extremely confident.
I: Have you purchased this kind of product before?
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R: Yes—Well, no. Actually, I’ve purchased sofas and so on. I haven’t purchased a dining
room table and our previous dining room table had been inherited.
I: So, why is it that you felt as confident as you did since you had never purchased a table
before?
R: Because my wife had taken all the guess work out of it. She knew what she wanted
and we finally had something that fit the chairs that she wanted. My wife’s coworker kind
of vouched for her. We knew we could walk in; we knew from the husband we could
return it if we weren’t happy with it. I have to admit, I was so happy to find a darn table
that was tall enough. I was confident I was going to buy something! (laughs) I found
myself arguing for it when the only problem that we had with it was the sheen on the
metal. It was a slightly flatter, less reflective sheen than she had expected but I found
myself arguing for it because it was just so close to what we had been [looking for]. I
guess I was confident because I also wanted to slay the dragon.
I: The products you purchased were new?
R: Yes.
I: Did you have any regrets or apprehension about your purchase?
R: When I found out they weren’t delivering it. That was the only thing I kind of inhaled
about. Carrying it in and worrying about the glass top table—At a certain point when we
were carrying it in, I started to sincerely regret not getting it delivered or finding some
way to get it delivered. Ironically, it would’ve cost less to order it online and have it
delivered to our door.
I: Did you ever feel any tension about the price or felt as though you should have looked
some more?
R: Well I knew my wife had done the legwork online and conversationally and so on, so I
knew how much time it had consumed of hers so I really felt that I nothing else, I was
glad to be putting the issue to bed.
I: How much time do you think you all spent searching?
R: Online time, time talking to her coworkers and so on, I would not be the least bit
surprised if it was about a month and a half.
I: Have you second guessed your decision?
R: No not really. We sat in it. It had enough height for us to have our legs [under it] and
not be squeezed. Again, I wanted to get it kind of behind us.
I: Would you have made the same decision again if you had it to do over?
R: Yes. The only thing I might have changed—There was an outside service we could’ve
paid to do delivery but it wasn’t included in our price. I probably would have. In
hindsight, the purchase would’ve still occurred but we might’ve made additional
purchase of delivery.
I: Would you recommend buying this product from this retailer?
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R: It was just such a unique set of circumstances. I’m not sure I would.
I: Why?
R: I would’ve probably gone back to zero minus and purchased a set—a dining room set
instead of the piecemeal way we did it. I’m not sure that if we had been in the market for
a dining room set that they would’ve had [what we wanted] but we had gotten into this
situation where we had chairs and had to find a table to match. It was just a really unique
set of circumstances. If I knew someone else who was in a similar situation, I’d say that
this store is very amenable to that. They do allow you to break up what’s there (the
matching sets).
I: Was there anything unique that you remember about your purchase experience?
R: No not really. The whole purchase experience was predetermined. It wasn’t like the
normal “we showed up and the store and browsed around.” She knew via her coworker
that her husband that in her husband’s store was this table that conformed with everything
we needed.
Interview: Robby (Second Interview; Separate Purchase)
Pseudonym: Robby
Age: 41
Gender: Male
I: What items did you purchase?
R: We purchased a Simmons box spring, bed and rolling frame although we’re probably
going to be upgrading the frame later. The reason I remember that is because, 1: I used to
work on Sealy and we looked at those but the Simmons had what we wanted. Our sales
person was actually my sister-in-law and she gave us one or the Serta sheep because we
realized that was the reason out daughter wanted the other one (a Serta) because she
knew that it came with a toy sheep. Once it became clear that that’s why she wanted it,
my sister-in-law said “Don’t worry. She’ll get a sheep and you can still get it with a
Simmons purchase.”
I: Where did you make the purchase?
R: Grand Home Furniture
I: Why did you choose to purchase it there?
R: Because my sister-in-law works there.
I: What did that mean?
R: We didn’t get her discount. We had utilized that once before actually. It boils down to
just—sort of familial loyalty and she did cut us a big break on a piece of corner
furnishing that we bought when we were first married. We bought a big corner cupboard
from her previously. She had used her discount and that was a big savings for us – so,
past savings.
I: Which source did you consult before deciding to buy the bed?
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R: I had gone to the Simmons website, the Sealy website and the Serta website and
basically it got to the point that they all said the same things. I had worked on Sealy
(advertising campaign) before and I knew Sealy would do new things and I knew
Simmons. When I was working on Sealy there was kind of a real competitiveness
towards Simmons and Serta so I was looking for any point of difference between them
and I couldn’t find one that was definitive.
I: Other than online, did you look at any newspaper ads or see any television ads?
R: We went – We did one piece of scouting because there was a newspaper ad. What is
was—it wasn’t so much a newspaper ad. It was one of these flyer things. They’d bring
them to your office; these little flyer things—about ¾ page. There was a thing in there
about low prices and they claimed to be the brands that we were looking at. I knew from
working on Sealy and so on, that there’s ‘Sealy’ and then there’s ‘Sealy.’ There is a
definite quality difference on [what is sold] at which outlets because they want to
continue pumping through the outlets. We went there and what they were selling may
have had the name on it but it wasn’t what you found at the other stores. I think it was
mattress firm that we walked in and out of. It was A: high pressure and B: The stuff just
wasn’t near what they had at Grand Furniture
I: Did you consult any friends and family?
R: Family: the sister-in-law that was our salesperson. [In reference to] friends, I didn’t
really feel like I needed to because I had experience working on Sealy and I also worked
on Sterns & Foster which is their really high-end brand. They bought that company and
hence gave themselves another hundred years of history. Sterns & Foster had been
around a hundred years longer than Sealy.
I: So you asked your sister in law because….?
R: Well, I asked if she had these models in stock and she said, “yeah.”
I: Which source did you think was most helpful?
R: It was probably the online stuff. I mean, no salesperson is going to know everything
about all their products in the place. After having gone through all three of the major
manufacturers [websites], I felt comfortable with the online information.
I: Why do you think that was? Why do you think the online search was more helpful
than, say, the print ad?
R: The print ad was just a price point and there wasn’t enough there. My sister-in-law
sells—I mean there are thousands of products in that store so there is no way for her to
know everything about all of it and as someone who had written for Sealy, I remember all
the layers of review I had to go through for every product ad I did for them. So I knew
that if the other two were as careful about what they said, I felt like the website would’ve
been pored over.
I: Which source did you think was most credible?
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R: The websites. This is one situation where I felt like, these three manufacturers: Sealy,
Serta, and Simmons, have been around forever and if they were willing to say it online
where it could be printed out and brought up again—I felt like then, yeah.
I: So when you say the websites, you mean the manufacturer websites for each of those?
R: Yes, the manufacturer websites.
I: You found them to be more credible and trustworthy than your sister-in-law?
R: Well, I trust her. Don’t get me wrong, but as far as the details; the information.
I: Did you look at any social media information?
R: No, just their websites; their actual company websites.
I: I know you mentioned this was for your daughter. Did you look at any pictures from
Instagram or Pinterest for ‘Kid’s room decorating’ ideas?
R: No. Basically, it’s going to be covered up. I know my wife looked around at
JCPenney’s, Target and Bed Bath and Beyond looking at comforters an so on and so
forth for those aspects of it. This is one piece of furniture that gets totally covered up. I
imagine when I get back [home] we’ll be looking for a real bed frame; not one that is
metallic.
I: Did you take any pictures before or after the purchase?
R: No. This is one of those things you cover up.
I: Did you get to touch and see the product before buying it?
R: Yeah. Oh yeah. Basically, I identified the models and we had to get [my daughter] on
the bed to see if she liked it. It was funny, when she got on the Simmons she definitely
liked it, but then in conversation she realized that the Serta comes with that darn little
thing (stuffed sheep toy). This is something that only matters to a little girl. That’s when
my sister-in-law said, “don’t worry about it.” We got the Serta doll as well as the
Simmons mattress and box spring.
I: So in regards to the fact that you were buying it for her (your daughter), to what extent
did her opinion matter?
R: It mattered a great deal. I mean we almost walked out with that Serta. It just seemed so
strange because she had liked the Simmons and earlier she had been on the Serta and it
was nothing special—but suddenly she was talking about the Serta. She wanders over and
starts playing with the doll and we start talking about the price point and she comes back
and she wants the Serta.
I: What was the price range of the product?
R: Between three and five hundred
I: Did the price of the product influence your decision to want to touch and see the
product before purchasing?
R: Oh yeah, definitely.
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I: Had it been cheaper, would you have been willing to purchase it online or buy it
without having seen it?
R: Probably not. I think that if it had been cheaper I would’ve been more worried.
I: Why is that?
R: Because of the brand portfolio. Like what they call a Sealy or a Serta at Sam’s Club
isn’t —yeah it may have come from a facility with that name on the outside, but it’s
nowhere near the Serta or Sealy you’re going to buy in an actual furniture store. There
was no chance I was going to buy it without having touched it but in all honesty if it was
too low of a price point I would’ve written it off as not being good quality.
I: How confident did you feel before making your purchase?
R: Very. I kind of walked in knowing what brands I felt comfortable with and I knew
other brands like Sterns & Foster is dressed up Sealy. I knew there was brand called
Kings and just to avoid it. I knew the brand portfolios because I worked on it for four
years.
I: Had you purchased this type of product before?
R: Yes. Way, way back- 1996—I had purchased a Simmons. When my wife and I got
married, she had a perfectly good mattress and I bought a new box spring. I bought a
Sealy box spring for it.
I: So you were familiar with this Brand before?
R: With Simmons, yeah. Both as a competitor and as a customer.
I: And the product you purchased was new?
R: Yes. It was new.
I: Did you have any regrets or apprehension about your purchase?
R: The only apprehension was trying to make sure it was what my daughter wanted and
my wife was the one who cracked the code on the doll. If she hadn’t we would’ve walked
out with a Serta.
I: So the tension you felt was before you actually paid?
R: Well, even after we paid because there was a little bit of reassurance and once we got
in the car and she was perfectly happy with the doll and we had the bed. Once I knew it
was really what she wanted, I was fine but during the whole payment process I had that
kind of lingering… “Did my wife just make the case for this one?” It wasn’t that much
of a difference between the two as for as price point. I think the Simmons was maybe $30
cheaper than the Serta. I do remember my daughter really responding to it but at the same
time, my wife—sometimes the price consciousness kicks in. I was worried that my wife
was maybe pushing the Simmons a little bit more to save money and I was like “It’s not
worth saving the money if she’s not going to sleep on it or feel comfortable with it.”
I: Was there any tension between the time you paid for it and the time you had it
delivered?
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R: No. They showed up right on schedule.
I: Was there ever a time that you felt you should’ve looked around some more?
R: No.
I: Have you second guessed your decision at all?
R: No.
I: Would you have made the same decision again if you had it to do over?
R: Yes.
I: Why is that?
R: My daughter’s happy.
I: Would you recommend buying this product from this retailer.
R: Yeah. I would.
I: Why is that?
R: They’ve got a nice selection. I don’t think it was just my sister-in-law. They weren’t
particularly high pressure about it and you got the feeling that there was a certain degree
of objectivity because I don’t think it was just my sister in law—I think if we had not
known our salesperson, I still think they would went ahead and let my daughter take the
doll even if it wasn’t the brand that it was supposed to go with. I didn’t feel pushed by her
and I didn’t see other people being pushed by Grand.
I: Was there anything else that was special or unique about this experience?
R: When we walked in they immediately gave us miniature bottles of Coca-Cola and the
funny thing was that I had to apologize to the guy and say “Actually, we’re here to work
with her (sister-in-law).” I was expecting the complete turn off because I’ve seen that at
other furniture stores. He wasn’t that way at all. He said “Great. No problem. She’s right
over there.” So just the friendliness of the person who wasn’t going to get any
commission was kind of a nice surprise.
I: How long would you say you spent looking for the product?
R: About three days

Interview 4: Cole
Pseudonym: Cole
Age: 46
Gender: Male
I: What items did you purchase?
R: We purchased a bookshelf.
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I: Where did you make the purchase?
R: We purchased it at a place—I think it’s called Worldwide Surplus—I think is the
name of the place.
I: Did you purchase it online or in-store?
R: It was in store. It’s kind of a warehouse, wholesale, furniture place.
I: What sources did you consult before you made your purchase?
R: We looked online at the company to see. We had heard about it—my wife had heard
about it through social media I think. Someone had told her or maybe she saw an ad on
social media or someone referred her to something. It was on the Starkville Swap I think
is where she heard about it or she may have seen an ad—a local ad for it. I don’t
remember. So we looked online at the company to see if the company was a reputable
company and looked at some referrals that other people posted, not necessarily what they
had purchased but that they had bought there and they were pleased with their purchase.
I: Okay, so were the referrals online?
R: The referrals were on—I think on the Starkville Swap Facebook page where people
were talking about [ the furniture store]. I can’t remember if there were any customer
reviews on the company website—probably there were some too but we did not take
those into account as much as the ones that weren’t on the company website.
I: Okay. Why is that?
R: Well, you know companies aren’t going to put customer reviews that are not flattering
on their website so you know there are all—everybody’s going to say they love it—so the
one’s from Facebook, which were positive as well, those seem to have more weight
because they weren’t directly associated with the company.
I: So you said the company had a website as well but you went to the store to purchase
your product. Why didn’t you purchase it online?
R: I don’t think they had a way to buy it online. I don’t think they had an online purchase
thing—and plus we wanted to see it, you know, because it is so hard buying. Some things
you can buy online and feel pretty good about what you’re getting but furniture is, you
know… “It looks like wood but is it really wood?” (chuckles) Yea, so we wanted to go a
actually see and feel and touch to decide if we wanted it or not.
I: Going back to the sources you consulted, you said you looked at the company website
and you looked at reviews on Facebook. Did you look at any ads? Newspaper or
television ads?
R: I don’t think they do—for this specific company, I don’t think they do any broadcast
advertising. There might have been a print ad in the local paper, but I can’t remember. I
think all of the promotion that we saw was online stuff.
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I: So did you already know you wanted to purchase from that company or were you just
shopping for a bookcase?
R: Well there were a couple of things that we were—if we could find something we
would get it. We had some money and we thought, “well, we need …it’d be great if we
could find a nice bookcase.” We had been looking for one for a while and all our books
are on the floor of the closet and then we needed a new box spring for our bed and we’d
kind of been thinking about maybe getting a new bed for our son so there were a lot of
things [we wanted]. We weren’t definitely going to get any one specific thing but we
were going to see what kind of deal we could get and if it was something we’d want to
get.
I: So do you remember seeing ads from other stores? Any television or radio ads?
R: It was a very passive decision. It wasn’t as if we were saying “we have to go get a new
blah.” It was more like “If they’ve got a good deal there I guess we could get something
if we wanted to.” And you know it was this wholesale place so it was kind of, you know,
“it may not be good quality stuff or maybe damaged or something.” We weren’t saying,
“Hey, we need a new bedroom suite.” We weren’t really paying a lot of attention to
advertisements specifically. I think my wife just saw it and said “hey, I heard about this
place where they have cheap stuff but its supposed to be good. Maybe we should look at
it.”
I: So it was the referrals that kind of guided you to that retailer?
R: Right.
I: Which source did you think was most helpful? You talked about the company website
as well as looking through referrals on Facebook. Which do you think was more helpful?
R: Probably the Facebook [group]… just individuals of their own volition saying, “Hey
we bought stuff here and, yeah, it was a pretty good deal.” The company website was
helpful just because we could kind of figure out what the place is about. It really is just a
big warehouse where they get truckloads of stuff; who knows what at any given time so
they don’t have any kind of set inventory of what it is they carry. Whatever they have,
they have. But that (the company website) was helpful to just kind of set our expectations
so we weren’t expecting this big glorious furniture showroom. It really was a warehouse
with just stuff all over the place.
I: Which source of information did you think was most credible?
R: Again, I think, that the personal comments online from people who had bought there.
Like I said, they weren’t working, they weren’t part of the store, they weren’t the
employees there. They were just saying “Hey. Yeah. We bought there.” So there was a
certain amount of credibility because they were people kind of in our peer group who had
bought there [so we thought] maybe this might be something we might be interested in
looking at.
I: When you say online you’re referring to individuals in the...
R: (interrupts) The Home Swap.
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I: To what extent would you say social media influenced your decision? You’ve been
talking a lot about the home swap.
R: Well certainly, it influenced our decision to drive up there to look. Once there, you
know, it was about whether or not we thought it was a quality piece of furniture and
whether or not we wanted to pay a couple hundred dollars for it. But certainly, the
referrals from the Facebook [group], certainly made us want to drive to go see.
I: Did you see any pictures online, like from the Facebook group, of furniture you were in
the market for?
R: Well they do post and I can’t remember if I saw these before or after [the purchase]
because after we saw them, the company has a Facebook page and I friended them. I get
things in my Facebook feed every once in a while saying “Hey we got a new truckload of
whatever this week. Come check it out” and they’ll have pictures of some of it. Now
whether that was before we went up there or not… I don’t think it was.
I: Were there any posts of the products that you did purchase? Any pictures of
bookcases?
R: To be honest, I don’t recall. We were just kind of “well let’s see what they have.” We
kind of had this list of things that we said “if we find a good deal, we could get this, or
get that.” We weren’t specifically going to find a bookcase. We had a few things that we
said “if they had it and we could get a good deal on it we’d get it” but it wasn’t “We need
a bookcase. Let’s go find one.” Our motivation was very ‘eh’. Then we saw this bookcase
and it was a nice looking piece of furniture; good construction so we said “yeah, okay.
Let’s get that.”
I: Did you post any pictures online after you purchased it?
R: I know I didn’t and I’m fairly certain my wife did not. That seems kind of weird.
I: Was there any texting of pictures to ask anyone else what he/she thought? During the
search process did your wife send you any pictures of furniture she was interested in?
R: I don’t think so. No, no. We just went up there and she and I just roamed around this
warehouse. I remember it was pouring rain that day and we were just wandering around
inside this warehouse for like three hours.
I: Did you get to touch and see the product before you purchased it?
R: Yes
I: It was already assembled?
R: Yeah. It was all put together. It was all there. That was our reason to go there—to
really see it.
I: What was the price range of the bookcase?
R: I think it was around 100 to 150 dollars.
I: Did the price of the product influence your decision to want to touch and see it? If it
had been cheaper would you have been willing to purchase it, sight unseen?
R: Probably not because I didn’t want to buy—I mean you can go to Wal-mart and buy a
particle board bookcase for 75 bucks and I didn’t want a particle board bookcase. We
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were able to find this one a little more expensive than you would find at Wal-mart but it
was a solid wood bookcase, nice finish and all this; certainly made better. That’s why I
wanted to go see it. That was kind of like the good deal. You could get a bookcase that
maybe you’d see somewhere else for a couple hundred dollars, for a little bit less. The
price wasn’t that big of deal but I didn’t want to buy something cheap (poor quality) for
that price.
I: So you would’ve wanted to touch and see it regardless?
R: Right.
I: How confident did you feel before making this purchase?
R: I felt good about my ability to pick out something and make a good decision. I wasn’t
too sure about getting a good deal. [The store] was a surplus, wholesale price kind of
thing. I was kind of skeptical. I wasn’t quite sure how good of a deal it would be because
we didn’t know what we were ultimately going to get, if anything. I think we kind of
negotiated with [the salesperson] on the price. I think they wanted more for it. We went
back and forth with them for a bit and got them to take off 25 bucks or something off of
it. So I felt confident in our ability to make a deal but I wasn’t quite sure where it would
start off with them because I didn’t know this company very well. There were those
referrals that said, “Hey we got a good deal” from Facebook so we felt that it was at least
worth the drive there to do it.
I: So when you got to the store, how did your uncertainty change?
R: We were pretty confident. We had talked with the sales lady there and she was very
friendly and seemed very open to discussion about things. We asked her a lot of questions
and then we found this bookcase that we liked. I’d say we were very confident.
I: You were saying that you were able to negotiate the price. Did that affect your level of
confidence?
R: I think so. We went there and we liked it but then that price point was just a little too
high. But after being able to work with them I felt ….It worked out. It made us feel better
about the purchase. It was a good deal.
I: Have you purchased this type of product before?
R: Bookcase? I don’t think so.
I: How was it that you were so confident then?
R: Well it’s not an overly complex piece of machinery. I don’t know anything about
brands. I couldn’t tell you the brand of the bookcase but it seemed to be sturdily made;
solid wood—not the pressed particle board. We felt that we were getting a pretty good
piece of furniture at a pretty reasonable price.
I: Was the product new or used?
R: New.
I: You said you weren’t familiar with the brand?
R: Before, during or after. I still don’t know what brand it is.
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I: Did you have any regrets or apprehension about your purchase?
R: I had to go back because we were in my wife’s car and we bought this box spring for
our bed and there wasn’t enough room for the box springs and the bookcase and so we
opted to take the box springs with us that day because they were covered in plastic and it
was raining. We paid for everything; the box springs and the bookcase but I had to leave
the bookcase behind and go back and get it. That was probably the only time I felt
apprehensive. It was just the feeling that “I’ve just paid money for this thing and I don’t
have it with me. Is it going to be here when I come back or are they going to say, “Sorry.
We sold it to someone else.”” I was a little apprehensive about that but not apprehensive
about whether we’d gotten a good deal or bought something we’d be happy with.
I: Have you ever second guessed your decision about buying the bookcase?
R: No. Like I said, it wasn’t really a lot of money; $150 or less so it wasn’t like “Ah
geez. That was my kids’ college tuition.” It was a small purchase in the grand scheme of
things.
I: Was there ever a time when you wondered if you should’ve shopped around more?
R: No because like I said, they have these horrible piece of junk things in Wal-mart for
$75 and I didn’t pay much more than that. I felt pretty good; like we got a pretty good
deal.
I: Would you make the same decision again?
R: Yeah.
I: Why is that?
R: We got a good deal and they were willing to negotiate on the price. They seemed
reputable from other people’s comments and despite my apprehension of leaving it
behind, coming back it was still there where I left it and they were happy to load it in my
car for me. The whole experience left me with an impression that it was a pretty good
company to work with.
I: Would you recommend to others that they buy from this retailer?
R: Yeah. If someone said there were looking for something, I would probably say “Hey
look at this place; at least give them a look.” I don’t know that I would go around
advocating for them. If asked, I would tell people that we had a good experience there
and that someone else might as well.
I: Is there anything unique or different about this experience that stood out to you?
R: Probably the only thing that is different is that this is the first piece of furniture my
wife and I have bought together in a long time. Most of our furniture comes from her
parents or my grandmother; the kind of stuff that gets shuffled around among families. It
really was the first piece of furniture we had bought in a while so it was kind of fun in
that respect. We now have something in our living room that didn’t come from a family
member so it was unique in that respect.
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Interview 5: Danni
Pseudonym: Danni
Age: 35
Gender: Female
I: What items did you purchase?
R: I bought a twin sized bed from Wal-Mart
I: Why did you choose to purchase from Wal-Mart?
R: It was in my budget and it was a nice little bed
I: Did you buy it in-store or did you buy it online?
R: I bought it from the store
I: What sources did you consult before buying? For example, did you look online? Did
you look at ads like television ads or newspaper ads?
R: I looked online. First I tried to get on second hand from the Starkville Home Swap on
Facebook but I couldn’t find anything on there so my next thing was to try to find the
cheapest bed which would probably be from Wal-Mart.
I: Did you look at any other websites? You said you looked at the Starkville Home Swap.
Did you look at any other websites, like furniture store websites?
R: I did look at um…what is the name of the… the furniture store that sends out sales
papers with coupons?
I: Badcock?
R: Badcock… but they were too expensive.
I: So did you look at the flyers from that store or did you look at the website?
R: I looked at the flyers. I didn’t look online. The only websites I looked at were WalMart [and] K-mart but K-mart was expensive too so that’s why I went with Wal-Mart
I: Now going back to your mention of the Starkville Home Swap. Did you ask anyone on
there?
R: I did post “I search of a twin sized bed” but no one responded. Well, yes someone did
but it was expensive.
I: Was it someone you knew like a friend or just someone in the group?
R: It was a random person.
I: Did you ask any of your Facebook friends?
R: Well I asked my aunties by word of mouth or whatever and they did look and try to
help me find one but nothing came available so
I: So you asked…
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R: Family members and I probably asked one of my friends and that was it.
I: So far you’ve said that you looked online at certain stores, you looked at the sales
papers, you asked your aunt and the people on the Home Swap. Which sources did you
think were most helpful.
R: My auntie, she really tried to help me find one because, you know, she knew I was on
a budget. She couldn’t find anything so I think she was the one that told me to look at
Walmart.com but the prices online and the prices in the store are like way different. The
prices online at Walmart.com are kind of higher than in the store.
I: So that’s why you chose to buy in-store?
R: Yes.
I: Which source did you think was most credible; you trusted the information the most?
R: Wal-Mart[.com] because I shop at Wal-Mart a lot.
I: Even more trustworthy or credible than asking your family members, your aunt or
asking people on Facebook?
R: I guess I can say yes because my auntie probably…she likes nice things but I know
what I like and my opinion about what I like is different from what another person would
say.
I: So you thought Wal-Mart was most credible. Did you look at the reviews on the site?
R: I did look at the reviews after I bought the bed (laughs). I did it backwards.
I: So to what extend do you think social media influenced your decision? You said you
asked on Facebook but didn’t get many responses.
R: It wasn’t at all.
I: Did you look at Pinterest?
R: No
I: Did you post any pictures of what you were looking for?
R: I was just looking for a nice little twin bed
I: Did you post any pictures after you bought it?
R: No
I: Did you get to touch and see it before you purchased it?
R: In the store, yes. But I’ll tell you…you know they only have like this small display.
They didn’t have the big bed in Wal-Mart. They had like a small[er version]… So when I
got the bed home and got it put it was lower to the floor than I expected.
I: How did you feel about that?
R: I wanted to take it back but I didn’t.
I: Why not?
R: Because people influenced me. [Saying things like] “okay your baby is only two years
old so it’s fine if she sleeps closer to the floor”
I: So if you hadn’t asked other people’s opinions, do you think you would’ve taken it
back?
R: Oh yeah, oh yeah.
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I: So you mentioned the display of the bed. You said they had a smaller version of what
the actual thing looks like. Was there an option to see the larger version?
R: Just a picture
I: What was the price range of the product?
R: Like the whole thing? The bed and the mattress too?
I: Yes. The whole purchase.
R: It was around $200
I: Did the price of the product influence whether or not you wanted to touch or see it
before you bought it?
R: Yes because it was cheap. You know, $200 for a mattress and a bed, that’s cheap so
that’s why I wanted to see how it felt.
I: It sounded like you had some issues with the fact that the display didn’t really match
the actual product you took home. If the price had been more would you have needed to
see the actual product?
R: Oh yeah. If it was more than $200 I would need to see the whole thing.
I: How confident did you feel about making this purchase? So in your decision to go out
and buy a bed, how confident did you feel about your ability to do that?
R: Very confident because I knew what I was looking for.
I: Have you purchased this type of product before?
R: A twin bed; no.
I: Are you familiar with products of that type?
R: No.
I: So why were you as confident as you were?
R: I thought I was confident. I’ll say this. When I saw the bed, it was the color that I
wanted…I mean it was a nice little bed and it was a small little display so I said “I think
[daughter’s name] will fit pretty well in this bed so that’s why I got it.
I: Were you familiar with the brand before you made the purchase?
R: No.
I: Had you purchased any furniture from Wal-Mart before?
R: I think I bought a TV stand at Wal-Mart.
I: Was it the same brand as the bed?
R: I don’t think so.
I: How did you feel about the brand you were purchasing?
R: Like I said it was cheap so…I guess I got …The brand that I got was what I paid for.
I: The product was new when you purchased it?
R: Yes
I: Do you have any regrets or apprehension about your purchase?
R: Yes.
I: Will you explain that a bit more?
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R: Let me tell you what happened. Like I said the be was real low to the floor so my
brother was going to get –I don’t know what you call them—some bed raisers just to
raise it up just a little bit. So there are six legs on the bed. He only brought four to me and
he said, “[Danni] do not sit on this bed. Do not lie on this bed. Do not touch this bed until
I come back with the other two [bed raisers]. So I said okay. Me, being in another world,
forgot not to sit on the bed. I sat on the bed and broke it. The bed broke in half.
I: What do you attribute that to? Do you think it was the brand or the bed?
R: I think it was the quality of the wood I think. If it was solid wood it wouldn’t have
broken no matter how big I was.
I: So as far as your regrets or apprehension….
R: (interrupts) I shouldn’t’ve bought a bed from Wal-Mart.
I: Okay.
R: Not saying that Wal-Mart furniture is not good because I’ve had that for a long time
(points at TV stand) right there. I guess stuff you sleep in don’t buy from Wal-Mart
(laughs).
I: What would you have done differently?
R: [I] probably would’ve gone to Badcock or somewhere and paid more for a better
quality.
I: When you went and picked out the bed did you take it home or was it delivered?
R: I had someone pick it up.
I: So between the time you went and purchased it and the time it took to get to your
house, did you feel any tension or insecurity?
R: Yeah, because I was like, “I’m getting a bed from Wal-Mart.”
I: Why were you so unsure about it if you hadn’t even set it up yet?
R: Because it was from Wal-Mart. You know, usually when I get furniture, I get it from a
furniture store.
I: So was it the price you paid or the store? Was it the fact that it was cheap or because it
was from Wal-Mart that mad you unsure?
R: I think it is because it’s cheap because you know when you buy cheap stuff you get
cheap quality.
I: You said that you knew that the prices at Wal-Mart would be lower. Was there any
tension you felt regarding the price you paid? Did you think you should’ve been able to
get it for less?
R: No. But after I broke it I did feel like “this shouldn’t have cost $100”. The bed cost
$100 and the mattress cost $100.
I: So after it broke, you felt some tension in regards to the price?
R: Yes.
I: Do you wish you had shopped around some more?
R: Yes. See I’m the type of person—I don’t know if you’ve ever heard of jumping the
gun?—I do that.
I: How long would you say you spent looking?
R: Probably not even a week.
I: So if you had spent longer, how do you think the outcome would’ve been different?
R: Better, because I would’ve actually found what I really wanted.
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I: Okay, so what did you really want?
R: I mean, I wanted a bed—a small bed but I probably would’ve found a better quality
[one] in the furniture [store]. I’m sure if I had shopped around little longer probably
could’ve found furniture with a better quality of wood with that price…on that Starkville
Home Swap on Facebook if I had waited, but I jumped the gun… because they have nice
stuff on there.
I: I know on that Facebook group a lot of the products they have for sale are used. Would
you have felt better getting a better quality bed, used?
R: Yeah. I don’t mind having used stuff as long as it’s nice and in good shape. Like I
said, [the stuff sold through that Facebook group], most of that stuff is food quality.
I: Did you find yourself going back to look at that home swap after you purchased [the
bed]?
R: I did. I really did. I still do it.
I: Was that before or after it broke?
R: After
I: Now you said, you went and looked at reviews on Wal-mart.com as well. Did you look
at the reviews before or after the bed broke?
R: After.
I: How did you feel about your purchase after looking at the reviews?
R: Looking at the reviews, everybody said they liked the bed. So…I don’t write reviews
so I didn’t put a review up saying the bed broke but I did call Wal-mart to let them know
even though I sat on it and broke it. They did tell me I to bring it back.
I: Did you take it back?
R: No.
I: Why not?
R: Well my brother he works on construction and stuff so he rebuilt the whole bed.
I: So now it’s fine?
R: Yea, its fine now.
I: But you still wish you hadn’t…
R: (interrupts) …bought it from Wal-Mart. Yeah.
I: Why is that? You’re saying that it broke because you sat on it.
R: The wood …[My brother] said that wood was nothing but plyboard—not solid wood.
So they actually got real wood and rebuilt the whole bed. I guess, really he could’ve built
a bed for me instead of me going to spend $100 on a bed. He could’ve done it for free.
I: You said that if you had it to do over you would’ve done things differently. Will you
explain a bit more about what you mean by that? Would you have asked other people or
looked longer? How would you have gone about it differently?
R: I would’ve asked other people. Like my auntie, she finds stuff. I should’ve been
patient and waited and looked a little bit longer. Like I said, I jumped the gun so it’s my
fault.
I: Would you have asked anyone else specifically or visited any other sited specifically?
R: You know, there are a couple of [groups] on Facebook: The Starkville Swap, the
Oktibbeha County Trade ….I would’ve looked more on some of those sites.
I: What about furniture company websites of manufacturer websites?
R: No. That’s too expensive.
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I: Would you recommend buying this product from this retailer?
R: No. (laughs)
I: Why?
R: The wood wasn’t good quality. I mean the bed was like really, really low to the floor. I
mean if someone did buy a bed from Wal-Mart they should get another brand and make
sure it’s solid wood and not plyboard.
I: What do you think as far as quality goes? Was it more attributed to the brand or was it
more attributed to Wal-Mart?
R: I think it’s the brand because you can get good stuff out of Wal-Mart. (points at TV
stand) That’s like really, really heavy it’s not like plyboard so it was the brand.
I: Was there anything about this purchase experience that was unique or different?
R: Well, that was my first time buying a twin bed… and it was unique because it broke.
I: How long after you bought it did it break?
R: Just a couple of days. I would say about three days later. We had put it together and
everything
I: How long do you think you should’ve spent looking?
R: At least a week

Interview 6: Jane
Pseudonym: Jane
Age: 56
Gender: Female
I: What items did you purchase?
R: I purchased a living room set; love seat, a three piece sofa and a chaise.
I: Where did you purchase them?
R: At Grand Furniture in Virginia Beach
I: Why did you choose to purchase at that store?
R: Well I was looking around. I went to several stores and that particular set caught my
eye when I went into that store—not only because of how it looked but also the cost.
I: What sources did you consult before making the purchase? Did you look online or look
at ads?
R: I was looking online. I was looking online at several different furniture stores before
purchasing because I knew what I wanted. I was looking online and didn’t see anything
actually online so I decided to go from store to store and then I ended up at that store and
chose that one.
I: Did you look at that store’s website too?
R: Yes. There was nothing online—that particular set wasn’t online
I: Did you look at any ads—Television or newspaper?
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R: Yes. There were a whole lot of sales going on at the time so that drove me to begin to
search for the furniture. Grand Furniture actually had a real good sale on the furniture and
the credit application was easier too.
I: Which sources did you think were most helpful?
R: The advertising on the television because they were advertising the sale.
I: You found that to be more helpful than looking online?
R: Yes because I could see the different types of furniture and what they were offering
and the percentage sales.
I: In addition to looking online and seeing the television ads, did you ask other people?
R: No. Not really. I’ve actually gone into that particular store before so I had an idea
about the quality of the furniture.
I: Of the sources you used for information, which source did you think was most credible
or trustworthy?
R: I’m going to say, the ad on the television—the television commercial.
I: Was there any social media influence? Did you ask any opinions on Facebook or
Twitter?
R: No.
I: Did you send or post any pictures of what you were thinking about buying?
R: Yes. When I walked into the store and I saw the one that appealed to me, I took
pictures of the set and I sent it to my sons and told them “this is what I liked” and asked
their opinion.
I: Did you get to touch and see the product before buying it?
R: Oh yes. I actually sat in it. I sat in it and I felt the material and felt the sturdiness
before I purchased it.
I: What was the price range of the set?
R: It was between $2,100 and $2,600 for all three pieces
I: Did the price of the product influence your decision to want to touch and see it before
purchasing it? For example if you had seen something you liked online and it was the
same price, would you have been comfortable buying online?
R: No. I don’t like to buy stuff unless I can touch and feel so I wouldn’t purchase it
online and bring it home. I have to actually visualize it—see it and feel it. In general, I
like to have a hands-on, touch and feel approach to purchasing anything.
I: If you had seen similar pieces online for less, would you have been willing to purchase
it online?
R: No.
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I: How confident did you feel before making your purchase? How did you feel about
your ability to choose new furniture and get a good deal?
R: I was very confident because I knew what I wanted. I knew exactly what I wanted
before going into the store so while I was going from store to store, I was in search of
what I wanted. I guess the style, the make, the color, the fabric—all that played a part.
I: Have you purchased these types of products before?
R: Yes.
I: Were you familiar with the brand before you purchased?
R: No.
I: You’ve said you’ve been to that store before so you’re at least familiar with the store?
R: Yes.
I: Have you purchased there before?
R: I’ve been there with other people who have purchased stuff in that store.
I: Were the products new when you purchased them?
R: Yes.
I: Do you have any regrets or apprehension about your purchase?
R: Absolutely not. I really excited about what I purchased.
I: Did you feel any tension about the price or hoping that you had gotten a good deal?
R: No because I went into it with an idea about how much I wanted to spend so I was not
over budget.
I: Have you wondered if you should’ve shopped around some more?
R: No because that (the set) was what I was looking for. It was the perfect fit for what I
was looking for so I didn’t feel I had to look anymore because I had been looking over a
period of time.
I: How long would you say you spent looking?
R: About a year.
I: If you had to do this over again, would you make the same decision?
R: Yes.
I: Why is that?
R: Because it’s the color I wanted. It fit into my décor in the home, it fit right in the spot I
made for it and it was within my budget.
I: Would you recommend to others that they buy this type of product from this retailer?
R: Yes I would.
I: Will you elaborate a bit more? Why is that?
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R: Because from experience—like I’ve known other people who have purchased in that
particular store and the durability of the furniture, the ease of speaking to the sales people
if there’s a problem, you know. One particular person I know that purchased, she was
supposed to get additional cushions in her chair and they (sales people) ordered it and
sent two additional ones. You know, it’s just a very good environment to shop in and the
furniture is very durable.
I: Was there anything unique about your purchase experience that you think was different
from the norm?
R: Well, I have to say that because this was my first big purchase in this particular
store—just the whole service from start to finish. From the sales person to the actual
person you have to speak with to get your credit approved—the whole experience was
pleasant. No one was forcing me to buy the furniture. I was excited about it and the
waiting period… They asked you when you wanted it delivered. They were on time—so
the whole experience from beginning to end was an enjoyable one. I thoroughly enjoyed
it.

Interview 7: Les
Pseudonym: Les
Age: 28
Gender: Male
I: What items did you purchase?
R: I purchased a sofa. It was like one of those ‘L’ sofas.
I: Where did you buy it?
R: I bought it at Ashley’s
I: Did you purchase it online or in the store?
R: I purchased it in the store.
I: Why’d you choose to purchase it in the store instead of online?
R: Because I wanted to actually see it, and feel it, and touch it and, you know, all those
good things that you can do in stores.
I: What sources did you consult before buying? For example, did you ask anyone? Did
you look online?
R: I didn’t. I just saw something that I wanted and I went and I bought it.
I: You didn’t look at any ads or look online?
R: No, I didn’t look at any ads. Actually, there wasn’t even a sale going on when I bought
it. I paid the regular retail price.
I: So what made you want to buy a sofa? Was it a spur of the moment decision?
R: No, I needed a new one for my apartment
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I: Did you ask any Facebook friends or use social media at all to get others’ opinions
R: No I didn’t. I’m not on social media [sites].
I: Did you take any pictures in-store and text them to anyone to get opinions?
R: I did. I texted about three or four of my friends to get their opinions on it.
I: Before you bought it?
R: Yes
I: Of the friends that you asked, who was most helpful?
R: One of my girl friends.
I: Why did you think she was the most helpful?
R: She had just bought furniture and her house looks really nice so I respected her
opinion.
I: Who did you think was most credible?
R: I think it was her (the same friend) because she had an apartment and she had fixed up
her apartment all by herself and it was hella nice so I thought “Aww, yeah. She knows
[about furniture].
I: Did you take or send any pictures after you bought it?
R: No. Only before.
I: Did you get to touch and see the product before you bought it?
R: Yes, I did.
I: What was the price range of the product you purchased?
R: It was $1400
I: Did the price of the product influence your decision to want to touch and see the
product before buying?
R: No not really because for the most part, I wanted to go in there and find a sectional
with a specific color scheme and when I saw it I said, “okay, yeah.” That’s what basically
made the difference.
I: If it had been less would you have been willing to purchase it without having seen it?
Like online?
R: Yeah, maybe, but like I said the price didn’t have a whole lot to do with it. Prices,
normally, don’t have a lot to do with my purchases
I: How confident did you feel before you made the purchase?
R: I felt pretty confident.
I: Why is that?
R: Because it was a product that I knew I needed and it was within the price range I was
willing to spend and it was what I wanted.
I: Have you purchased this type of product before?
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R: No. This is the first sofa I’ve purchased but I have purchased bed sets and stuff
I: So if you had not experience in purchasing sofas, why do you think you were so
confident?
R: I feel like if I wanted to I could do the research to find out what the going price was
for furniture by looking online.
I: But you felt confident even though you didn’t do the research?
R: Yeah, I felt confident because if I needed to do the research, I could have done the
research.
I: Were you familiar with that brand before purchasing.
R: Yea, I see all their commercials and everyone that I’ve spoken with says that Ashley
has good products.
I: So you were familiar with the brand of the retailer. Do you know the brand of the sofa?
R: I have no idea. I was familiar with the store. They have good stuff.
I: The product you purchased, was it new?
R: Yeah.
I: Do you have any regrets or apprehension about your purchase?
R: No.
I: Did you experience any tension between the time you bought it and the time it was
delivered?
R: No. I have no cognitive dissonance.
I: Do you wish you had paid less for it?
R: I think you wish you’d paid less for everything but it wasn’t a deal breaker.
I: Have you wondered if you should’ve shopped around more?
R: No. I’ve enjoyed it.
I: Would you make the same decision again?
R: Oh, yeah.
I: Why is that?
R: Because I’ve enjoyed the product that I purchased. I’ve gotten some good wear out of
it. I’m really happy.
I: How long would you say you spent looking for it?
R: Maybe like two hours.
I: Did you look at any other stores or did you just look around in that store?
R: I went to one other store: Great American Home store.
I: Why didn’t you make a purchase there?
R: They didn’t have what I was looking for
I: You mentioned earlier that you had seen commercials for Ashley furniture. Do you
remember paying attention to those ads to find deals?
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R: No. They had an ad and I thought “they must be legit if they have this new ad.”
I: Would you recommend buying this product from this retailer?
R: Yeah. It was cool.
I: Why would you make that recommendation?
R: Because when I went they had a good selection, they had good products and the sales
people were pretty cool.
I: Was there anything unique about this experience that stood out to you?
R: Not really. It was pretty cool. I had a good experience.

Interview 8: Warren
Pseudonym: Warren
Age: 31
Gender: Male
I: What items did you purchase?
R: I purchased a bedroom set. It was a six piece bedroom set with headboard, footboard,
the dresser with the mirror and a night stand.
I: Where did you purchase them?
R: I actually got it from Ashley Furniture.
I: Did you purchase in-store or online?
R: In-store
I: What sources did you consult before purchasing? This could include things like going
to other stores, going online, asking other people...
R: Well I actually looked around at other locations (other stores). The reason I decided to
go with Ashley. [This] was mainly based on the customer service experience.
I: Did you look online at all?
R: I did do a little searching online but I did most of it in-store due to the fact that it was a
bedroom set and I wanted to see it in person
I: Did you ask anyone else’s opinions about buying the bedroom set?
R: No and the reason being was it was my bedroom set and it was more personal for me
than anyone else
I: As you were shopping you share pictures of what you were thinking about buying
before you made a decision?
R: No.
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I: Of the sources that did consult, which did you think was most helpful?
R: Looking online helped me see what deals were out there.
I: Did you look at any newspaper ads or see any television ads?
R: No I looked directly on their website and pulled up their weekly circular.
I: Which source did you think was most credible? Which source did you trust the most?
R: Online.
I: Why is that?
R: Because when you go into the store you have sales people who will tell you anything
just to get a sale but online it’s kind of cut and dry
I: Did social media influence your decision at all? So, for example, did you ask any
Facebook friends or see anything on Instagram or twitter?
R: No
I: Did you take or post any pictures after buying?
R: No
I: Did you get a chance to touch and see the product before you bought it?
R: Yes, when I went into the location.
I: What was the price range of your purchase?
R: Between $1800 and $2800
I: Did the price influence your decision to want to touch and see the product before
buying it?
R: Somewhat.
I: Can you explain that a bit more?
R: Some of the features… made me want to see them.
I: If you had found it for less online would you have been willing to buy it without seeing
it?
R: No. I still would’ve wanted to at least try to see it in-store
I: How confident were you before you made the decision to buy?
R: Extremely confident.
I: Had you purchased that kind of product before?
R: Yeah. I kind of knew what I wanted
I: Were you familiar with that brand before you purchased?
R: Vaguely familiar.
I: What do you mean by vaguely familiar?
R: I had heard some good things about the brand throughout the years but I had never
purchased that particular brand before.
I: Had you purchased at that retailer before?
R: No.
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I: So when you were talking about the brand, were you talking about the furniture brand
or the retailer brand?
R: Both
I: Was the product new or used?
R: New.
I: Did you have any regrets or apprehension about the products you purchased?
R: No. Not at all.
I: Did you feel any tension before the set was delivered? Perhaps you thought “I
should’ve looked some more?” or “Should I have searched online some more?”
R: No. I was actually very confident and didn’t have any buyers’ remorse or second
thoughts about it.
I: Would you have made the same decision again it you had to do it over?
R: Yes.
I: Why?
R: Because of the features of the set and because it fit with the décor of my room.
I: Did you have any second thoughts about the price you paid? Did you wish you had
paid less?
R: No because it wasn’t really the price that sold me. It was about the features and
benefits as well as the customer service that I got from the rep.
I: Would you recommend buying this product from this retailer?
R: Yes. I would.
I: Why is that?
R: Because of the sturdiness of their product, the benefits that they offered—as far as
warranties and so forth and the overall experience I had with the staff.
I: Was there anything unique about this experience that stood out to you?
R: Um, yeah.
I: What was that?
R: The staff I interacted with was actually pretty helpful in explaining things and that
personal trust that they gave me spoke volumes as far as their company and as far as the
purchase that I made.

Interview 9: Rory
Pseudonym: Rory
Age: 23
Gender: Female
I: What items did you purchase?
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R: Entertainment center
I: Where did you purchase it?
R: Ikea
I: Did you purchase it in-store or online?
R: In-store
I: Why did you choose to purchase in-store instead of online?
R: Just to save. I understand that Ikea’s shipping costs are not necessarily fixed. I think it
has a lot to do with the weight. I’m not sure how it works with the assembly when they
ship it—if they assemble it for you before they ship it out. I did look it up online and not
all the furniture that I wanted to select from was even available online so the best option
was for me to pick a weekend when I would be able to drive out there and pick it up.
I: Which sources did you consult before your purchase?
R: Are you referring to customer reviews?
I: Customer reviews, asking friends and family or looking around at other stores.
R: I did pretty extensive research—especially online. I do that with a lot of products
before jumping in and buying. Because Ikea furniture is in the ‘friendly budget range’,
I’m not too keen on how the quality of their products would be. I did ask around—some
of my classmates. I did hear them talk about Ikea and we were actually doing a project on
Ikea and their marketing strategy. Mostly, I did online research and reading.
I: When you say online, are you referring to several websites or specifically to customer
reviews?
R: It was a little difficult to access any reviews other than their (Ikea’s) website. Like I
said, there wasn’t that much access to online purchasing. Some of them (items for sale)
didn’t really have any reviews. Like I said, the shipping cost probably influenced
people’s decision to buy online. I guess when it comes to buying cheaper furniture— the
entertainment center was like $40—if it’s not of good quality people don’t really take the
time to write a review. I think a lot of people have the mindset that they’ll just chuck it
and move on. The one that I actually purchased wasn’t online so there weren’t any
reviews to look at.
I: So when you were looking online, what kind of information were you looking for?
R: I like to look at best-selling and search by popularity. Mostly, I am more keen on
aesthetics but durability is always important so I looked into that. I have been shopping at
Ikea for quite some time now so I try to look at the materials it is made out of and the
different styles.
I: Did you look at any other websites or did you always know you wanted to buy from
Ikea?
R: I did look at some other websites but I had to stay within college student budget range.
It was little difficult to find something that was competitive with Ikea’s. Their prices are a
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lot more reasonable; at least within my range. I did look at a few other places, but where I
live it is hard to find stores that have a lot of variety. Ultimately, price ended up being a
bigger concern for me than style.
I: Were there other stores that you visited?
R: There were a couple local stores that I did check out. It was just kind of out of my
budget and there weren’t as many choices. I really like the set up of Ikea because they
even have it set up so that you can have some inspiration for what would work for your
taste in general.
I: Do you remember looking at any newspaper or television ads?
R: As far as television goes, I don’t have cable so I had to do a lot of the research.
I: Do you remember looking at any newspaper ads?
R: I actually did grab a newspaper on the way to Ikea to check out a few other places.
They had promotional ads and were giving discounts but a lot of these places were
consignments stores and the antique stores with older furniture that was more valuable. I
generally window shopped but I couldn’t consider the option of buying there.
I: Do you recall seeing anything on social media that influenced you? Did you see
anything on Facebook or pictures on Instagram?
R: Pictures definitely influenced me to look more into Ikea and their styles. With social
media there are ways for you to filter your search. For example, Instagram has the
hashtag option. I looked #ikeafurniture. I have been given ideas that way. Also, I did look
across twitter a little bit so I did use a lot of social networks, not so much to research the
furniture but simply for photos. They did help out. I’m a bit of an indecisive person so
getting to see how other college students utilized their smaller limited space definitely
assisted in in picking out [what I wanted]. Not only did I want it to be in my price range, I
wanted it to be space smart so it would work with the flow [of my apartment].
I: Which source did you think was most helpful?
R: The most helpful was just for me to go to the store. Like I said, a lot of the information
I wanted to look into was kind of vague on Ikea’s website and the pictures were more for
ideas and concepts than for information. The classmates that I did speak to helped me out
as far as price and other little things like color coordinating and different layout ideas but
it was ultimately when I was at Ikea, in the store and getting to browse—just their layout,
even the staff made the experience graceful and helped me solve a lot of the questions I
did have in my mind when I got to the store.
I: So you talked to the salespeople while you were there?
R: I talked to a couple of them because the setup, although it’s helpful, it can be puzzling.
It’s a little bit of amaze and I had to have a little assistance from them about locating
where exactly to find the entertainment center I wanted to buy. Other than that there
weren’t any real complications and I was helped whenever I needed to be helped.
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I: You said you went in with a couple of questions. What kinds of questions did you have
beforehand?
R: I did have a general sense of what I wanted to buy from going online. The sit did show
what I could and couldn’t order but a lot of the things that I wanted weren’t available
online so there is an option where you can create your own shopping list. I made sure I
had a few options to pick out of [on my list]. What the workers really helped me out with
were the things I couldn’t figure out online like which items were asked most about,
which were ‘hot’ items and if there were cheaper alternatives that maybe I overlooked.
Right now, I’m not that concerned with buying furniture that is going to last me forever
because I’m still living in a college town and I do plan to go out and buy [better] furniture
when I’m in the financial situation to do so. A lot my interest was—the quality is cool,
but as long as it was within my budget—that was the important part
I: Which source did you believe to be most credible or trustworthy?
R: I guess word of mouth. With the closest Ikea being in Atlanta, I don’t come across
many people who drive out of their way to shop there but the people I have spoken to
who have are pretty satisfied customers.
I: These people were individuals you knew how?
R: Not just classmates but friends. I’ve been a guest to their homes and the furniture has a
distinct style. It’s distinguishable. Through asking questions—that probably helped the
most. Just having people tell you first hand whether the product was a good purchase or
just a bust.
I: Did you post any pictures of the furniture you were thinking of getting?
R: No, I did not actually.
I: Did you post any after?
R: I did.
I: Where did you post pictures?
R: Instagram
I: Did you get to touch and see the product before buying?
R: Yes, there was one that was already assembled. Not all the ones I had written down
before going there were available to see and touch the one I ultimately decided to
purchase was. I think that’s what led me to be more comfortable with the purchase. I’m
pretty sure that the other ones I was considering could’ve been potentially a better
purchase but just because I actually got to see it put together and set in my mind how I
could lay it out at my place was what pushed me to make that final buy.
I: What was the price range of the product?
R: I believe it was between $50 and $80. It was definitely reasonably priced.
I: Did the price of the product influence your decision to want to touch and see it? If it
had been cheaper would you have been willing to purchase?
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R: If it had been cheaper I probably would’ve been a bit more skeptical about the quality
of it. I still would’ve liked to see it. I’m really big on quality and I’m not much of an
impulsive buyer when it comes to products like furniture.
I: What it if had been more expensive?
R: I probably would’ve waited it out until I was a bit more financially comfortable or
settled for the alternative and find a cheaper one that I had still be content with
I: You said that you had a few options on your list.
R: They were all within the same price range, there were a few options that were a little
more pricey but because I could only see them online, I didn’t want to pay for just
aesthetics. I was afraid to get that and assemble it and not be satisfied with the quality. I
don’t necessarily believe that the more expensive something is, the better, but you
definitely want to make sure your purchase is worth the amount of money you put up for
it.
I: How confident did you feel about making this decision?
R: I was actually pretty confident. Like I said, I wasn’t too keen on getting one that I
would want to keep forever but maybe if I was I would want to do a little more extensive
research than I did with this purchase. I guess because I’ve had prior experiences
shopping at Ikea and they’ve always gone pretty well. I would say, I was actually pretty
confident. I kind of had it set in stone how I wanted it to look and I guess my pretty
simplistic taste in furniture made it a lot easier.
I: When you first decided you needed to buy an entertainment set, did you already know
that you wanted to purchase from Ikea?
R: That was my initial thought. After skimming through Ikea’s options, I looked [at other
sites] to see if there were others in a budget friendly range but I think I did have it in my
head for the most part that I was going to end up purchasing at Ikea anyway. It’s not
necessarily just the store, it’s kind of the whole shopping experience there in particular
that I enjoy.
I: Was the product new or uses?
R: It was new.
I: Did you have any regrets or apprehension about your purchase?
R: The only downside is that when they do have them assembled (in-store), they don’t—
I’m not saying it’s not realistic but they don’t show it with a TV on top [or what it would
actually look like] in use. I do like it overall, but the durability of it is a little
questionable. It is holding up as of now but I am concerned that it’s not going to last as
long as I was hoping that it would.
I: Have you second guessed your decision?
R: No. Overall, I am pretty happy with it because out of all the other options—the
aesthetics of it, the price. It was pretty reasonable and where I stand as a college student, I
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have smaller, limited space. If I had the option to really pic anything I wanted, I probably
would have gone in a different direction.
I: You said you questioned the durability of it. If you had it to do over again, what do you
think you would have done differently?
R: I probably would have looked into the other assembled ones that they had. This, kind
of being my first choice, I kind of just kind of skimmed through the other assembled ones
that they had because I knew in my head that I was going to get the one I purchased. I
probably would’ve spent a little more time looking at the ins and outs of the other one’s I
was considering buying. I probably would’ve done a bit more extensive research.
I: From the time you decided to get an entertainment center and the time you purchased,
how long would you say you spent looking?
R: It was about two weeks. I saw that I needed to get a new one and at first I skimmed
through some of the stores around here that had furniture just because of the gas money.
It would be better for me to consider reasonable options around here before going out of
my way to Ikea.
I: Since you question the durability, why didn’t you just take it back?
R: I was happy with it initially but I guess over time [that changed]
I: How long after you had it?
R: About two or three months. Part of it is that I’m consistently trying to change up the
layout of my place. I kind of question the color coordination.
I: So you didn’t dislike it enough to take it back?
R: No. Especially since you have to take the time to assemble it yourself and [deal with]
the driving back to return it. I’m also not sure about the return policy for Ikea. I guess
since it wasn’t that expensive and overall, I’m happy with it. It seemed like too much of a
hassle to return it or figure out how to exchange it.
I: Would you recommend buying this product from this retailer?
R: I would but if it was going to be used in a different way. The reason why I’m happy
with it but would consider changing it is because it doesn’t really fit with the
entertainment center ‘style’. It seems more like a side table. It’s a bit smaller and it
doesn’t really fit with the other pieces of furniture, I have arranged.
I: Was there anything unique about the purchase experience that stood out to you?
R: Not necessarily. It was all pretty graceful; no damages or anything.

Interview 10: Brayden
Pseudonym: Brayden
Age: 39
Gender: Male
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I: What items did you purchase?
R: A TV stand
I: Where did you buy it?
R: Do you want the company name?
I: Sure.
R: La Fuenta Imports. I believe it was out of Colorado.
I: And did you purchase online or in-store?
R: Online.
I: Why did you choose to purchase it online?
R: Um, we liked the way it looked, it met our needs and we didn’t see it locally at any
stores. We only found it online. Once we located it, that’s where we were able to order it
from.
I: Did you look at some in-store options as well?
R: Yes but didn’t find anything that was exactly like it.
I: What sources did you consult before deciding to make the purchase?
R: We did read product reviews before purchasing.
I: On that specific site or just reviews in general for that brand?
R: I just googled. A lot of the furniture items we did purchase in general, we went
through Overstock.com. It (the TV stand) was not through Overstock though. I’m pretty
certain we just bought directly from that company and just found it through googling
initially.
I: So what was your Google search like? Did you just google TV stands or did you search
specifically for that brand?
R: Just TV stands then found one that we liked the looks of and went with it.
I: Other than product reviews online, did you consult any other sources? For example did
you look at any ads or ask others’ opinions?
R: No just my wife and I decided. I think she found it initially and we both decided
together that it met our needs.
I: When you say it met your needs—what exactly are you referring to there?
R: It was large enough to put a large TV on, it’s got cabinet space, the colors matched the
color scheme that we were going for at our house
I: Did you look at any other websites or see any ads online?
R: Yes, we looked at multiple TV stands and then found this one that we thought was
what we wanted. Like I said, Overstock was probably the main place of looking. I think
we looked at the Pottery Barn. I know those two for sure—I’m not sure about others.
I: Did social media have any influence on your purchase decision?
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R: Not that I can recall. I’m not sure if my wife originally saw something similar—she
does use Pinterest for a lot of our house decisions. I can speak specifically for that. No
Facebook or Twitter I would say.
I: Did you take or send any pictures as you were making this decision?
R: Yes. My wife sent me a screen capture.
I: Will you tell me more about that?
R: She looked and found it and then sent me just a screen shot of it. I went and looked.
Having a picture is always good for reference to go back and search it. I found the site
that had it and went from there. But yes, she did text the picture to me.
I: Were there pictures sent to anyone else? Did she send it to anyone other than you?
R: No.
I: So of the sources you consulted—so far you’ve said you did a general online search
and looked at product reviews—which source do you think was the most helpful in
guiding your decision.
R: The product reviews were important. Like I said it (the TV stand) really fit the
direction we were going with decorating-- the type of wood, the way it was built, those
type of things.
I: So you’re saying that the product reviews were most helpful?
R: Typically when we do online shopping, first we base it off of just looks then tend to
look at the reviews and base our decision off of the reviews. If they’re terrible we just
move on and go with a different item.
I: In thinking about that, which source did you think was most credible? So, of your
general online search and looking at reviews, which would you say was most credible?
R: I think the reviews.
I: Why is that?
R: I think if you just go with Google and what the companies say, you don’t always get
people’s opinions. I think there are some people that are only going to write negative
reviews so sometimes with reviews you only hear the negative but when you see good
reviews, I think that’s a positive. We do realize that most people complain, they don’t
praise when you look at reviews that’s part of that process I think.
I: Did you take any pictures of the product after you bought it? For example, after you
had it set up and decorated?
R: Yea, I probably have a picture of that.
I: Did you post it somewhere?
R: I probably texted it to someone. I don’t think I posted it on Twitter or Facebook or
anything. I’m pretty sure—I know we texted it to someone.
I: Did you get to touch or see the product before purchasing? Did you perhaps get to see
that brand of product in a store before you bought it?
R: No, it was a pretty unique piece. I did look at other TV stands, TV cabinets (in-store)
but none were set up like this one or looked like this one.
I: Were you familiar with that brand before you bought it?
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R: No.
I: What was the price range of the product?
R: I don’t remember exactly—I wanna say around $800 and $1000
I: Did the price of the product influence your willingness to purchase it online? So for
example, had it been more expensive or less money, would you have wanted to touch it
before purchasing?
R: I don’t really think that influenced it. I mean, if it were a lot more…
I: You’re saying that you would have purchased online regardless of price?
R: As long as it was within our budget.
I: What influenced your decision to buy this product without having seen it or touched it?
R: I guess just the way it looked and there were no real negative reviews.
I: How confident were you before making the purchase?
R: Very.
I: What would you say influenced your confidence?
R: I guess the look, the price and the reviews were all positives.
I: Had you purchased this type of product before?
R: No, not like this item.
I: Did your lack of experience influence your feelings before purchase? For example, was
there ever a point when you thought “Is this a good deal?” or “Can I trust the quality?”
R: We were fairly confident that that’s what we wanted. We kind of locked in on it and
decided to go with it.
I: When you purchased the product, was it new?
R: Yes.
I: Do you have any regrets or apprehensions about your purchase? So, now that you own
it, have you felt any tension or regret about buying it?
R: No.
I: Why is that?
R: It met all our expectations.
I: Did you experience any tension between the time you ordered it and the time it was
delivered?
R: I guess the only concern I might have had was—It did ship in one piece, so it was a
large item. It was traveling across the United States. So if it was a damaged product and I
would have to get it returned would’ve been something that I’d have to [worry about].
We were fortunate that there was no damage.
I: Was there ever a point that you wish you had paid less for it or wondered if you’d
gotten a good deal?
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R: No. I was pleased. Going in we knew what we were paying and what we were getting.
No, I was fine with that.
I: Have you wondered if you should’ve shopped around more?
R: No. I felt like we had done that previously. We’re satisfied with what we have found.
I: Would you have made the same purchase decision again if you had to do it over?
R: Yes.
I: Why is that?
R: It just met our needs and we’re pleased with the product.
I: How long would you say you spent looking for the product? So from the time you
decided you needed a TV stand to the time that you actually made purchase—How long
do you think that time period was?
R: We didn’t look constantly—Maybe a week. That’s here and there, maybe looking in
the evening time; browsing the internet.
I: Would you recommend buying this product from this retailer?
R: Yes.
I: Why?
R: Just the quality of the product and they had things that were different. Their product
line had things that were different from what we had seen.
I: By different, do you mean the style of the furniture?
R: Yes, the style—It’s kind of like a rustic look. That’s what we were looking for at that
time
I: Was there anything unique about your purchase experience that stood out to you?
R: No.

Interview 11: Margot
Pseudonym: Margot
Age: 56
Gender: Female
I: What items did you purchase?
R: I purchased a queen sized mattress set.
I: Where did you purchase it?
R: I purchased it through Overstock.com which is a web based discount website that sells
a wide variety of things. I particularly went to that site and looked at mattresses
I: Why did you choose to purchase it online?
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R: I had gotten tired of going to stores and I almost had too broad of a range of thing to
look at. I wanted to be able to choose a particular price, size and firmness of mattress
without being talked to by anybody. Because going into the mattress store it was hard
enough to walk through and look at all the mattresses and there was always somebody
trying to tell me, “oh, this is nice and this is not.” It (buying online) let me narrow it
down more quickly, I guess. I could put in the search categories that I wanted to limit it
to, then I would end up with, say, 5 to 10 options. It was much easier to select what I
wanted—and the delivery was free.
I: Did you look at other sites as well?
R: I did. I did more of a general search when I started out saying “best places to buy
mattresses” but I didn’t like doing that because nothing but advertising came up and since
I had been successful in ordering things before like rugs and lamps and dish sets through
Overstock.com I decided I would go there because they had been quick and I had been
satisfied before. So I did search but I didn’t look carefully at other websites mainly
because there was just too much stuff to go through and I didn’t have the time to do it.
I: What sources did you consult outside of doing a general online search?
R: I didn’t ask or go to consumer reports. I kind of started in the broadest range and then I
rethought what I was doing and I decided to go to a site that I had used before for other
things mainly because of my good experience. I didn’t necessarily know that their
mattresses were going to be any good but it was just purely because of the price and time
frame that I was doing it.
I: Did you ask any friends or family members?
R: I don’t because I’m one of the few people in my family that will—that does a majority
of her shopping online. I just don’t like to go to a store anywhere and I just don’t have
enough time to do that. Very few of the people, particularly my sister, bother-in-law and
sister-in-law, they just don’t. They enjoy shopping. They like the process—being talked
to and looking and going into another store—and I just go crazy when I have to do that. I
just think it’s a waste of time.
I: Did you look at any local ads or anything like that?
R: I briefly went through some ads that the commercial dispatch had for mattresses. I
probably for about a month, paid attention to the ads that were on the TV station
whenever they came on but I never actually reached the point of saying, “Okay. I’m
going to Mattress World or Turner Furniture” or something like that. I kind of noticed it
(advertising) a bit more but I already watch TV and read the newspaper so it wasn’t like I
turned on the TV or picked up the newspaper just to look for ads.
I: Did you look at any customer reviews?
R: I did. When I narrowed down my group [of options], I looked at the top three that had
five stars because that is important to me. I wanted to see what they said about delivery
time and the kind of conditions in which it was delivered and that’s pretty reliable in my
opinion.
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I: Which of these sources did you think was most helpful?
R: The reviews.
I: Why so?
R: If someone’s going to take the time to comment on a purchase and if you’re using a
site that publishes negative reviews as well as positive reviews, I take that seriously.
Now, if I can tell that the reviews are loaded with marketing commentary then I leave
that out, but if I sense by reading the reviews that they’re written by real people—that is,
the language, the location, the specifics of what they needed the mattress for, details
about how it was purchased—things like that. And since I’m an English teacher I look for
clues—efforts to fool me about a product. I look pretty closely at the language.
I: Which source did you believe was most credible or most trustworthy?
R: I think that customer reviews are certainly more credible than ads. You know, ads are
designed to make you spend your money on something you wouldn’t have ordinarily
spent your money on. If you were going to do it anyway, you know, you wouldn’t need
an ad. I’m looking at myself in the category of other people who spend money—What do
other people who spent their money say? I don’t expect an ad to be truthful. I mean, why
should it be?
I: Was there any social media influence when it came to your decision?
R: Only—I did… I sent a few of my Facebook friends questions about whether or not
they had fewer backaches depending on [having] a soft mattress or a firm mattress. It was
only direct communication (i.e. direct messages). I didn’t say/post “okay Facebook
friends tell me what mattress you use or something like that and I didn’t look at any ads
on social media. I did use a couple of e-mail groups that I am a member of—list serves
and things like that to ask questions of people—you know, “tell me your opinion”. Again,
that’s more research using individuals. Like, I wouldn’t have gone to an ad. I didn’t click
on any ads on Facebook. Those are irritating to me and then I didn’t go to the Facebook
page for Mattresses of America or something like that. (laughs)
I: How helpful did you feel it was to ask friends on Facebook or through email list serve?
R: I think it’s as helpful as when you have a conversation with somebody. It’s just a little
easier to do because you don’t have to locate somebody. You just use technology to have
the same kind of conversation you can if you were having coffee with somebody.
I: Now, in asking the opinions of people you knew versus reading product reviews, which
do you thing was more credible?
R: Depends on the person. I would ordinarily pick the opinion of the person I know over
product reviews but I also know that individuals tend to have particular biases or they
may have listened to an urban legend about mattress purchases so I think that just
collecting a lot of individual opinions is a good idea.
I: Would you still consider reviews more helpful?
R: Yes.
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I: Did you get to touch and see the product before buying? So did you perhaps see the
product at a store?
R: No. I just looked at pictures. I looked at the materials—things it was made of. I
looked at the brand name. I recognized the brand name. I looked at the place it was
manufactured—you know the country of manufacture. Those are the kinds of things that I
looked at but no, I didn’t actually touch it.
I: Have you purchased this type of product before?
R: I have purchased many items. You mean a mattress set?
I: Yes a mattress set?
R: This was the only mattress set I have purchased online mainly because it’s the only
time in about a decade that we’ve needed a new mattress set and probably, I think there
was another set purchased and it was more of a donation. I purchased it at the Palmer
Home thrift store because it was Christmas time and I thought if I’m going to buy a
mattress, I’ll buy it from the Palmer Home as a good way to donate something and get
something I needed. I guess I would do it (purchase online), I just haven’t in that
particular situation. I just don’t buy mattresses very often.
I: But you have purchased one before, though it hadn’t been online.
R: Right.
I: Were you familiar with the brand before you made the purchase?
R: Yes. It was not one of the top brands but it was one that I recognized.
I: I am not that familiar with Overstock. Was the product new or used when you
purchased it?
R: You can get both but I never search for anything other than new products. It’s not like
eBay. It’s more of a discount [retailer] rather than individual sales. It was new.
I: How confident were you before you made the purchase?
R: I was very confident.
I: Why so?
R: I trust my own judgment. Also, generally, I did enough research to feel confident by
the time I spent that much money—I think it was a $600 set. It was a good deal.
I: As far as not being able to touch or see the product before purchase—did the price
influence you willingness to forgo that?
R: Yes. It certainly did. I know mattresses are expensive. One of the values of online
shopping is that you don’t have the middle person—they don’t have to pay a sales person
so you can get better discounts.
I: Did you have any regrets or apprehension about your purchase?
R: I didn’t and I was very pleased when it arrived and it was in perfect condition.
I: Was there ever a time when you second guessed your decision?
R: No because mainly I’m just relieved to get a purchase over with and have it. If it had
been in terrible condition, I would have regretted it but, no. They brought it right up to
my door and took the box off.
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I: Would you make the same decision again if you had to do it over?
R: Yes. In fact, I would have everything delivered like that including groceries.
I: Would you recommend buying this product from this retailer?
R: Yes, I would. In fact, I recommended it to my sister. She’s more suspicious than I am.
I: Why would you recommend it to someone else?
R: I just think it’s a good deal, it doesn’t waste time and you don’t—I think before my
sister bought a mattress she agonized over it—“Oh is this going to be the right thing”—I
was surprised that she worried so much about it. To me it makes the decision easier.
I: Have you found yourself looking online at other mattresses since your purchase?
R: No because I don’t need one.
I: Some people who are unsure about their purchase may find themselves looking at other
options after their purchase. That’s what that question was asking.
R: To me that would just be a waste of time—once you’ve slept on it, you can’t send it
back. I think that is more of a personality thing. If there was a possibility that I’d change
my decision, I might look but I know there’s not.
I: Was there ever a time between ordering it and having it delivered to your house that
you questioned your decision?
R: No. I only worried about spending that much money so I had to really commit myself
to that but once I’d ordered it, I felt relieved and just looked forward to having it in the
bedroom.
I: Was there anything unique about your purchase experience that stood out to you?
R: I was pleased with that the delivery people got there on time they bought it up two sets
of stairs to my porch, took the mattress out of the box, took it upstairs, put it in the
bedroom and got rid of the old mattress.
I: Have you taken any pictures of the item since you’ve purchased it?
R: Well, people might be standing in the room [when I took a picture] —but it’s covered
up with a bed spread. I didn’t take a picture of the mattress.
I: How long did you spend searching?
R: About 3 weeks. I looked, thought about it, thought about it, wen back, changed my
search and looked again.
I: Was most of this time spent looking through Overstock?
R: Yes, that decision to use Overstock was made in the first couple of days.

Interview 12: Stacy
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Pseudonym: Stacy
Age: 30
Gender: Female
I: What items did you purchase?
R: I bought a dining room table with six chairs.
I: Where did you purchase them?
R: I bought the set online at Montgomery Overstock.
I: Why did you choose to purchase the product online as opposed to in-store?
R: Actually, I went to like five different furniture stores locally—like national chain
stores and I ended up buying one from Rooms To Go and then had buyer’s remorse the
very next day because it was like $3000 and it wasn’t everything that I wanted. Like, I
wasn’t in love it. I was like, well, if I’m going to spend this kind of money, I want to love
it and I wasn’t loving it. So I went back and I told them I wanted to cancel the order. So I
spent probably—maybe three months just searching, looking at pictures online and
through the different stores trying to pin point exactly what it was that I would love. I
came up with several criteria that I had to have. I have a 6’3 boyfriend so it (the set) had
to be – it couldn’t just be a midget table. Then I went and saw a couple of tables in person
and I found this website. I liked their prices and they had a table that was 99.5% of
everything that I wanted and now that I have it set up, it actually exceeds my
expectations.
I: Can you tell me a little about what you found disappointing about the last table and
what your criteria were for this new one?
R: Okay, sure. So the counter height was number one. That was non-negotiable and then
I wanted something that would allow me to have more than four chairs because there are
three of here and then if we have my parents over or his parents over, that always makes
five. Typically we only have four chairs and a table that only sits four. It just doesn’t
make the fining experience what it should be for special times. They’re not very often but
when they are you want them to be like it was when you were growing up—sitting
around the table being able to eat and talk or whatever. That was the next part; whether I
bought it with four chairs, I needed to have the ability to have extra space if I wanted five
or six people sitting at it but at the same time I had to deal with space because my dining
nook is not a free-standing room. I have three walls that I’m working within so I had to
keep size in mind and my house has an open floor plan so anything that goes there is seen
from the living room; it’s seen from the kitchen; it’s seen from the office and so on and
so forth. The aesthetics of it had to be there too because it’s displayed just like everything
else. Then I wanted chocolate (the color) because that just works better and I needed
padded seats because I have a bad back and I didn’t wanted to be too bulky or too thin or
look cheaply made. The one that I had purchased, it was more of the old grandfathered
type furniture—It was too big and bulky. I mean, it was really beautiful but not for the
space I’m working with.
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I: What sources did you consult before you made the purchase?
R: I hit up about half a dozen furniture stores locally; Ashley furniture, Lay Z boy,
Rooms To Go, Parker Bishop or Bishop Parker—I’m not sure which way it goes—and
then I looked online at like Sam’s and Wal Mart and then I just did Google searches for
different things. Actually, even though I ordered through Montgomery Overstock, it came
from Coaster Furniture—Coasterfurniture.com or Coaster.com—That’s actually where it
routed through.
I: Do you remember looking at any newspaper or television ads?
R: No, but I did search eBay once I started narrowing things down to make sure that I
wasn’t paying more for something that I could get for less.
I: Was there any social media influence on your purchase decision? Did you post any
pictures?
R: When I purchased the first table, I took a picture of it and uploaded it to Facebook and
said “I bought this table. I’m really excited about it. It’s a counter height table, blasé,
blasé, blasé…” and people were like “Oh, you made a good purchase” and so on and so
forth and then when I decided that was not the one that I wanted I took it down. Then
once I got the one delivered and put together at my house, I took pictures. So it wasn’t
like I was seeking anybody’s advice, but I did show them what I got.
I: So you took pictures after the fact?
R: Correct.
I: Did you, as you were going through your search, do any searches on Instagram or
Pintrest?
R: The only time I—I looked at Pinterest for ideas for how I was going to incorporate the
décor because I have three large windows in that dining nook. I was trying to determine,
with that darker colored table, was I still going to be able to have décor on the walls or
was I going to make to the room smaller. I did look at Pinterest to make sure that the
color choice was not going to limit me in my future decorating needs.
I: Did you ask anyone’s opinions before you made the purchase?
R: You know what, I sure did, golly. The first one I purchased, I did not. It was an
impulse buy and I didn’t ask for anybody’s feedback but once I finally narrowed down
this specific table I sat on it (the decision) for probably three to four weeks and continued
to look at the picture on my iPad and iPhone to make sure I still liked it because this is
not something that I was able to see in person and once it’s delivered, that’s it. I couldn’t
just say “Oh I changed my mind.” I would’ve been out that investment. So I showed it to
my daughter, I showed it to my boyfriend, I showed it to my mom and I may have even
sent a text to my neighbor across the street. She’s young. She’s a decorator by nature and
I’m not.
I: When you say you showed them the picture, you mean you showed them a screenshot?
R: Right. The screenshot from the website. And it wasn’t a matter of really asking “what
do you think about it”, it was more like “I really like this and if for some reason you think
I’m making a bad decision then speak up but otherwise, just like it.” (laughs)
I: Did you send any of these messages through Facebook?
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R: Yes. Not before the purchase. After the purchase, I actually had two Facebook
friends—one of which was a friend and another who was just a Facebook friend;
someone who you’ve never actually met in person—both of them inquired where I got it
because they really like it.
I: How do you find that these sources influenced your decision?
R: So basically, that was more or less a strategic move to make me feel more confident
in making that purchase because I had made an impromptu purchase prior to that. It was
kind of like I didn’t want to make an impromptu purchase. I wanted to make sure, this is
what I love and so when I was sharing with them saying “this is what I’ve decided on.
This is what I like” and they reply “Oh yea, that’s nice” or “that’ll look good” or “that’s a
good size” or whatever, it just solidified what I was already wanting to do. It made me
more confident in making the purchase.
I: For the websites that you looked at, did you look at any of their Facebook pages?
R: I did not.
I: Which source did you think was most helpful?
R: You’re going to think this is funny, but eBay. That was based more so on price. I
realized that I was getting a really good deal on the table plus the six chairs because of
the price that I paid. I found the same exact table and the price that I was going to pay for
the table plus six chairs, they were selling just the table for—I was going to end up
paying twice as much if I had made the same purchase through eBay. I knew I was
getting a good price, plus there were reviews from people who had purchased that
product and I was getting a good deal.
I: How important were these product reviews to your decision?
R: Basically, I was looking to see if anyone had any structural faults or if they had
anything to say—like once they got it, did they actually appear to be cheaply made or
was it sturdy. Once I had already decided that this was the table I wanted, the reviews
were favorable towards the table. I wasn’t concerned that when I got it, it was going to be
a Wal Mart type table.
I: Which source would you say was most credible?
R: I would say the actual product reviews—those were candid reviews. No one is being
paid to leave a review and there were plenty of them. It’s not like there were only ten and
so the company made them.
I: Were you looking at reviews on the company website or were these reviews in general
about the product?
R: In general, for this specific table.
I: Did you ever get to touch or see the product before purchase? Perhaps, had you seen it
at another store at some point?
R: No.
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I:What was the price range of the product you purchased?
R: It was like—after taxes, right over $900.
I: Did the price of the product influence your decision to purchase the product without
having seen it?
R: Yes.
I: Will you elaborate on that a bit?
R: The prior table that I purchased, after taxes, was $3000. So I was taking less of a risk
staying under $1000 for a table that I had done all my research on and felt very confident
in even though I hadn’t seen it or touched it.
I: How confident did you feel before making this purchase?
R: When I made the purchase, I was 100% confident.
I: Had you purchased this type of product before? I know you said you had purchased one
right before—
R: It never came home, the first one.
I: Had you purchased a dining room table before that?
R: No. I purchased the one at Rooms To Go and the very next day, I canceled before it
got shipped to my house.
I: Can you tell me some reasons why you felt as confident as you did since you had never
purchased this type of product before?
R: I felt confident because of the time and the research that I put into it. So because I had
canvased all of the local places, because I had spent so much time online, because I had
read reviews, because I had slept on it everyday and looked at the photo on my phone and
my iPad to make sure I still liked it from one day to the next and so it was like I was
doing a trial, if you will, by doing that. The day that I decided to make the order, I was
100%, without a doubt ready for that table to get to my house.
I: Were you familiar with the brand before purchase?
R: Not at all.
I: And when you bought the set was it new or used?
R: Brand new.
I: Do you have any regrets or apprehension about your purchase?
R: No, it actually has exceeded my expectations.
I: Have you second guessed your decision, like perhaps thought maybe you should’ve
looked around more?
R: No because I did all of that before making the decision to buy this table.
I: Would you make the same decision again, if you had to do it over?
R: Yes.
I: Would you explain that further?
R: Because, like I said, it came in a box and I had to put it together. It was, real wood,
solid, beautiful color. The lines are perfect, it fits perfect—the chairs. It looks better in
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person than online. The chairs—that was something I kept going back and forth about;
whether I should get chairs from a different set but at the end of the day, I decided that
that these look best with it and actually they look beautiful. The quality is just better than
I was prepared to get or wanted—if that makes sense.
I: Did you feel any tension between the time you ordered and the time it got delivered?
R: I was anxious for it to get here.
I: Would you recommend buying this product from that retailer?
R: Yes, I would. I fact I recommended it to a couple of people already.
I: Can you give me some reasons behind your recommendations?
R: Because the quality was way better than the quality of the one that I purchased for
almost $3000. I’d recommend it to you if you need a new table.
I: Was there anything unique about your overall purchase experience that stood out to
you?
R: Probably the fact that I was buying it online. That’s something that I haven’t done for
big ticket purchases before for something that’s going to be so displayed in my house.
When I bought my bedroom furniture, I had to put my hands on it. When I bought my
couch, put my hands on it—those types of things. It was different. It didn’t scare me. I
did over-research and I did feel confident in how I was doing it.
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APPENDIX C
PRETEST SURVEY
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Hello,
You have been invited to participate in a study regarding online furniture purchase
experiences.
This study is specifically for individuals who gained information from friends and
family on Facebook in order to inform their furniture buying decisions.
For example, you asked friends or family members on Facebook about where to buy
or for their opinions before making your furniture purchase. Also, you may have
seen a Facebook post from a friend or family member that helped guide your
decision.
Additionally, you should only take this survey if you purchased furniture from an
online retailer in 2013 or 2014.
Many items may be considered furniture, including:
Dresser/chest of drawers
Mattresses/bed frame
Sofa/couch/sectional
Recliner
Ottoman
Computer desk
TV stand
Dining/Kitchen table and/or chairs
Living room table and/or side tables
Bookcase/bookshelf
Crib
Headboard
Household appliances are not considered furniture.
For this study, you will be asked to recall a specific online furniture purchase and
complete a series of survey questions based on that purchase experience.
You are free to answer or not answer any questions at no penalty. There are no
reasonably foreseeable risks or discomforts that might arise as a result of your
participation. You must be 18 years or older to participate.
This survey will take approximately 10 minutes to complete. If you feel you meet all the
criteria, please proceed to the survey. At the end of the survey, you will be asked to make
up a 5 digit code which you can then enter on the MTurk Hit description page. Upon the
completion and review of this survey, you will receive the compensation agreed upon
through MTurk.
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Thank you for your participation. If you have any questions please contact:
Toni-Rochelle Ford
Mississippi State University
tsf38@msstate.edu
Dr. Nicole Ponder
Mississippi State University
nponder@business.msstate.edu
or
Institutional Review Board
Mississippi State University
irb@research.msstate.edu
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What specific item of furniture did you purchase?

Which online retailer did you purchase this furniture from?

If this online retailer has a physical store location, did you visit the store before purchasing online?



Yes



No



This online retailer does not have a physical store.
Why did you choose to purchase online?

Throughout this survey please consider one particular friend or family member on Facebook from which you
gained information that influenced your furniture buying decision.
While thinking about the information you got from your friend or family member on Facebook, please answer
the following questions. The scale ranges from “Strongly Disagree” to “Strongly Agree,” and you may select
any number from 1 (Strongly Disagree) to 7 (Strongly Agree). Select the number that best represents your
answer.
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

My friend or
family member
provided me with
useful
information.
Information
provided by my
friend or family
member was
accurate.
Information
provided by my
friend or family
member was upto-date.
Information
provided by my
friend or family
member was
relevant to my
purchase
decision.
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7
Strongly
Agree

1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

7
Strongly
Agree

Information
provided by my
friend or family
member was
helpful.
Thinking about the friend or family from which you got information on Facebook, please respond to the
following:
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

This friend or
family member
gives credible
information.
I trust this friend
or family
member.
This friend or
family member
makes truthful
claims.
This friend or
family member is
honest.
I believe what
this friend or
family member
says about
furniture.
I believe this
friend or family
member is a
credible source.
In regards to purchasing furniture, I think that my friend or family member is:
1

2

3

4

5

6

7

Not an expert

An expert (i.e has expertise)

Inexperienced

Experienced

Not
knowledgeable

Knowledgeable

Unqualified

Qualified
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7
Strongly
Agree

1

2

3

4

5

6

7

Unskilled

Skilled

Still thinking about the friend or family member from which you got information on Facebook, please respond
to the following:
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

7
Strongly
Agree

This friend or
family member is
similar to me.
I can identify
with this friend or
family member.
I feel a personal
connection to this
friend or family
member.
I consider this
friend or family
member to be
“like me”
(reflects who I
consider myself
to be or the way
that I want to
present myself to
others).
This friend or
family member
provides
information that
suits me well.
I believe this friend or family member is:
1

2

3

4

5

6

7

Unfriendly

Friendly

Unlikeable

Likeable

Cold

Warm

Insincere

Sincere

While thinking about your general furniture shopping preferences, please answer the following questions. The
scale ranges from “Strongly Disagree” to “Strongly Agree,” and you may select any number from 1 (Strongly
Disagree) to 7 (Strongly Agree). Select the number that best represents your answer.
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When it comes to shopping for furniture…
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

7
Strongly
Agree

I place more trust
in products that
can be touched
before purchase.
I feel more
comfortable
purchasing a
product after
physically
examining it.
If I can’t touch a
product in the
store, I am
reluctant to
purchase the
product.
I feel more
confident making
a purchase after
touching a
product.
The only way to
make sure a
product is worth
buying is to
actually touch it.
There are many
products that I
would only buy if
I could touch
them before
purchase.
While thinking about furniture shopping, please answer the following questions. The scale ranges from
“Extremely Unfamiliar” to “Extremely Familiar,” and you may select any number from 1 (Extremely
Unfamiliar) to 5 (Extremely Familiar). Select the number that best represents your answer.
Thinking about furniture shopping:
1
Extremely
Unfamiliar

2

3

4

5

6

Unfamiliar

Somewhat
Unfamiliar

Neither
Familiar nor
Unfamiliar

Somewhat
Familiar

Familiar

How familiar are
you with
purchasing
furniture?
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7
Extremely
Familiar

1
Extremely
Unfamiliar

2

3

4

5

6

Unfamiliar

Somewhat
Unfamiliar

Neither
Familiar nor
Unfamiliar

Somewhat
Familiar

Familiar

7
Extremely
Familiar

How familiar are
you with the
types of retail
stores that carry
furniture
products?
How familiar are
you with the type
of advertising
that furniture
retailers currently
use?
How familiar are
you with
furniture
shopping in
general?

Q28
Select the number that best represents your answer:
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

7
Strongly
Agree

I have a lot of
experience with
furniture
shopping.
While thinking about the company from which you made your recent online furniture purchase, please answer
the following questions. Select the number that best represents your answer.
My overall impression of the furniture retailer is:
1

2

3

4

5

6

Bad

7
Good

Unfavorable

Favorable

Unsatisfactory

Satisfactory

Negative

Positive

Dislike

Like
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While thinking about the online furniture purchase you identified at the beginning of this survey, please answer
the following questions. The scale ranges from “Strongly Disagree” to “Strongly Agree,” and you may select
any number from 1 (Strongly Disagree) to 7 (Strongly Agree). Select the number that best represents your
answer.
After I bought my furniture...
1
Strongly
Disagree

2

3

4

5

6

Disagree

Somewhat
Disagree

Neither
Agree nor
Disagree

Somewhat
Agree

Agree

7
Strongly
Agree

I felt uneasy.
I wondered if I
had made the
right choice.
Please select
'Somewhat
Agree' for this
item.
I wondered if I
had gotten a good
deal.
I felt
disappointed with
my purchase.
I felt uncertain
about my
purchase.
I felt anxious
about my
purchase.
I experienced
buyer's remorse.

While thinking about the online retailer you purchased furniture from, please answer the following
questions. The scale ranges from “Strongly Disagree” to “Strongly Agree,” and you may select any number
from 1 (Strongly Disagree) to 7 (Strongly Agree). Select the number that best represents your answer.
1
Strongly
Disagree

2

Disagree

3

4

Somewhat
Disagree

Compared to
others, I know
a lot about this
online retailer.
I am
knowledgeable
about this
online retailer.
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Neither
Agree nor
Disagree

5
Somewhat
Agree

6

7

Agree

Strongly
Agree

1
Strongly
Disagree

2

Disagree

3

4

Somewhat
Disagree

I consider
myself very
experienced
with this
online retailer.
In the future, I
intend to use
this online
retailer for
furniture
purchases.
If I was in the
market for
furniture, I
would use this
online retailer
again.
In the near
future, I will
use this online
retailer as my
furniture
provider.
I intend to
spread positive
word of mouth
about this
online retailer
on Facebook
(or other social
network).
I would
recommend
this online
retailer for
furniture to my
Facebook (or
other social
network)
friends.
If my
Facebook (or
other social
network)
friends were
looking to
purchase
furniture, I
would tell
them to try
this online
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Neither
Agree nor
Disagree

5
Somewhat
Agree

6

7

Agree

Strongly
Agree

1
Strongly
Disagree

2

Disagree

3

4

Somewhat
Disagree

Neither
Agree nor
Disagree

5
Somewhat
Agree

retailer.
I would share
information
about the
online retailer
on Facebook
(or other social
network).
I have or I
plan to post a
picture of my
purchase on
Facebook (or
other social
network).
Please answer the following questions by selecting the response that best describes you



Male



Female
Which age range would you fall into?



18-24 years old



25-34 years old



35-44 years old



45-54 years old



55-64 years old



65-74 years old



75 years or older
Please indicate your marital status



Single



Married/Partnered



Divorced or Separated



Widowed
What is your household income?



Below $10,000
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6

7

Agree

Strongly
Agree



$10,001-$19,999



$20,000-$39,999



$40,000-$59,999



$60,000-$79,999



$80,000-$99,999



$100,000-$124,999



$125,000-$149,999



$150,000-$199,999



$200,000 or more



Prefer not to answer
Please indicate your ethnicity:



White/Caucasian



Hispanic/Latino



Black/African American



American Indian



Asian



Alaskan Native



Native Hawaiian/Other Pacific Islander



Multi-cultural



Other



Prefer not to answer
In which state do you reside?

Is there anything you would like to share about your online furniture purchase experience? Please write it in the space
below.

Please create a unique 5-digit code and enter it in the box below. Please enter this same code on the MTurk Hit
description page, then proceed to the next page of this survey.
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Thank you very much for your time and effort in completing this survey!

160

APPENDIX D
INSTITUTIONAL REVIEW BOARD APPROVAL FOR STUDY 1 AND STUDY 2
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Hello,
You are invited to participate in a research study about furniture buying experiences and
the means by which individuals gain information to help them make a purchase decision.
I will be conducting an interview with you and I will ask questions about your furniture
purchase experience. Participation is voluntary. You are free to answer or not answer any
questions at no penalty. There are no foreseeable risks or discomforts associated with
your participation in this study. If you decide to participate, your completion of the
research procedures indicates your consent. You must be at least 18 years of age to
participate.
Thank you for your participation. If you have questions you may contact:
Toni-Rochelle Ford
Mississippi State University
tsf38@msstate.edu
Joel Collier
Mississippi State University
jcollier@msstate.edu
or
Institutional Review Board
Mississippi State University
irb@research.msstate.edu
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Hello,
You have been invited to participate in a research study regarding online furniture
purchase experiences.
This study is specifically for individuals who gained information from friends and family
on Facebook in order to inform their furniture buying decisions.
For example, you asked friends or family members on Facebook about where to buy or
for their opinions before making your furniture purchase. Also, you may have seen a
Facebook post from a friend or family member that helped guide your decision.
Additionally, you should only take this survey if you purchased furniture from an online
retailer in 2013 or 2014.
Many items may be considered furniture, including:
Dresser/chest of drawers
Mattresses/bed frame
Sofa/couch/sectional
Recliner
Ottoman
Computer desk
TV stand
Dining/Kitchen table and/or chairs
Living room table and/or side tables
Bookcase/bookshelf
Crib
Headboard
Household appliances are not considered furniture.
For this study, you will be asked to recall a specific online furniture purchase and
complete a series of survey questions based on that purchase experience.
You are free to answer or not answer any questions at no penalty. There are no
reasonably foreseeable risks or discomforts that might arise as a result of your
participation. You must be 18 years or older to participate. Your participation is
voluntary. If you decide to participate, your completion of the research procedures
indicates your consent.
This survey will take approximately 10 minutes to complete. If you feel you meet all the
criteria, please proceed to the survey. At the end of the survey, you will be asked to make
up a 5 digit code which you can then enter on the MTurk Hit description page. Upon the
completion and review of this survey, you will receive the compensation agreed upon
through MTurk.
Thank you for your participation. If you have any questions please contact:
Toni-Rochelle Ford
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Mississippi State University
tsf38@msstate.edu
Joel Collier
Mississippi State University
jcollier@msstate.edu
or
Institutional Review Board
Mississippi State University
irb@research.msstate.edu
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